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Student academic achievement in k-12 schools across America is in a state of 
decline. New educational initiatives are being proposed to boost and reinvigorate the 
present academic setting to reflect those academic standards of America’s idealized past. 
School/business partnership is a pivotal initiative to assist schools in helping students 
achieve and grow. 
This study examined the perceived impact of school/business partnerships on 
student academic achievement. Emphasis was placed upon two urban high schools 
because of the widely publicized academic challenges of students in the urban high 
school. 
This study examined participants’ perceptions to see if the school/business 
partnerships had an impact on student academic achievement. Selected members of two 
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high schools leadership teams, as well as contact business partners, were interviewed to 
gamer their perceptions about the effectiveness of the school/business partnerships 
relative to student academic achievement. 
One significant finding from this study showed that although school/business 
partnerships are set up as school-wide ventures, a minority student population is truly 
impacted by the partnership. This and the other findings lead to the following 
conclusions: students’ knowledge of a business partner was based upon the partner’s 
visibility within the school; partnerships did not fully address parental or across- 
discipline teacher involvement; the business partner must work in concert with the local 
school district’s Partners in Education Plan, which addresses the academic needs of all 
students. 
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CHAPTER I 
INTRODUCTION 
Today’s educational leader (the principal) must be a multi-faceted individual or as 
Oliva (1989) points out, an “idea person.” Oliva says that an idea person is “one who 
starts people thinking about new and improved ways of doing things” (1989, p. 21). 
Gone are the days when the school administrator was seen as the strong-handed 
disciplinarian. Oliva’s “idea person” is one who is able to coordinate and communicate 
the school’s vision and programs. As this study considers school/business partnerships, 
educational leadership is illuminated because the educational leader plays a vital role in 
the formulation and articulation of the school/business partnership, especially as the 
partnership works to enhance student academic achievement. 
The purpose of education has been to educate the populace, so that society will 
progress towards higher social and intellectual levels. In America, education has been 
seen as the needed element in staying competitive and thereby ahead of other nations of 
the world. Industrialized nations, it is generally concluded, need an educated population 
in order to stay competitive in today’s global financial market. 
Historically, America has taken pride in its ingenuity and the inventions and 
creations that its citizens produced for the world (Alexander G. Bell and the telephone; 
Robert Fulton and the steam engine; George W. Carver and the lowly peanut and potato; 
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Thomas Edison and the phonograph, to name a few). In other words, the thought is that a 
literate society is a productive society, one that does not have to suffer the ills of a less 
educated society. Thus, it is imperative that American students’ academic achievement 
be considered very closely so that America can continue to produce literate and 
intuitive problem-solvers for the future. 
The Irish immigrants equated a good education to the rewards of a capitalistic 
society. Therefore, education was deemed an important investment (Dart, 1999). 
Contrary to the thought of today, many urban parents hold education as an important 
factor in their children’s lives as well. 
The human capital theory is an economic theory that has as its premise that 
society benefits, economically, as it puts money back into its citizenry (Lyall, 1999). 
Theodore Schultz, a twentieth-century economist, embraced the human capital theory as 
an integral part of a person’s ability to produce (Spring, 1998). This theory of capital 
relates to investing in the individual and all that the individual may produce. Thus, 
Schultz showed a relationship between education and economic growth. The conclusion 
is that education made a major contribution to increasing the national income (Spring, 
1998) . The point is that as schools provide a solid education for their students, everyone 
wins- the children, the schools, and the nation. Therefore, education of the past and 
especially now is the framework for producing competitive individuals, so that America 
may maintain its edge in a global society. However, according to a recent study (Lyall, 




Schools enact partnerships with businesses with the hope of meeting or 
addressing the students’ needs. Students’ needs are various; however, the central need 
centers upon student academic achievement. School/business partnerships afford the 
partnerships the opportunity to collaborate and coordinate their services on behalf of the 
students. As these partnerships become viable and student centered, the intent is that 
greater student achievement will result. 
As an educational leadership issue, school/business partnership is imperative 
because today’s school leaders maintain the school’s vision, mission, curriculum, 
programs, and activities. Thus, the school leader must be one who is able to engage the 
business sector to become aligned with the school. In this manner, the vision becomes a 
shared vision with the business partner. The business partnership, hopefully, will further 
the school’s mission and influence the school’s curriculum, programs, and activities. A 
strong, competent and visionary school leader plays a vital part in initiating any 
school/business partnership. 
Purpose of the Study 
Many new educational initiatives are being proposed to boost and reinvigorate the 
present academic setting to reflect those academic standards of America’s idealized past. 
Some of these educational initiatives relate to school choice and the voucher system, site- 
base management, and year-round school to name a few. Even more demanding 
alternatives are needed since there is the notion that American students are showing 
further academic decline. 
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As another pivotal alternative or initiative to assist schools in helping students 
achieve and grow, school/business partnerships have developed. The purpose of this 
study was to examine the perceived impact of school/business partnerships on urban high 
school students’ academic achievement as reflected in test scores and standardized tests. 
Emphasis is on the urban high school because of the widely publicized academic 
challenges of students in the urban high school. 
This study examines the kinds of partnerships that exist between two urban high 
schools and their business partners and the perceived impact those partnerships have on 
student academic achievement. 
Statement of the Problem 
Student academic achievement in K-12 schools across America is in a state of 
continued decline. The National Commission on Excellence in Education in 1983 stated: 
“For the first time in the history of our country, the educational skills of one generation 
will not surpass, will not equal, will not even approach those of their parents” 
(Karathanos, 1999, p. 231). This report, which has become known as “A Nation At 
Risk,” did not earmark the 1980s as American students’ academic decline. This report 
was merely the “wake-up” call. Student academic decline began at least a decade before 
this report (The Center for Education Reform, 2002). In fact, according to The Center for 
Education Reform, the College Board’s Scholastic Aptitude Test (SAT) had a consistent 
drop-off from 1963 to 1980. Verbal scores decreased by 50 points, and math scores 
decreased by nearly 40 points during this period of decline. In 1983 on nineteen 
achievement tests, American students, in comparisons to international students, were 
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never first or second. Compared to other industrialized countries, American students 
ranked last on seven tests. Fifteen years later in 1998. American twelfth graders still 
ranked 19th out of 21 industrialized nations in mathematics achievement and 16th out of 
21 countries in science (The Center for Education Reform, 2002). This illustrates that 
student academic achievement has improved little since the 1983 “A Nation At Risk” 
report. 
Each generation supposingly prospers from the attainments and even the failures 
of the previous generation. The findings from “A Nation At Risk” placed doubt in those 
parents who believed their sacrifices and hard work may be of little or no consequence 
for their children. The report was a call to action for educators and policymakers to come 
together to create solutions to the problem of student academic decline. Although there 
were discussions and issues addressed, student academic decline has continued since the 
benchmark report in 1983. 
With particular interest on the urban high school student, it is imperative to 
address student academic decline. There are specific factors that may be linked to lower 
academic achievement by children who live in urban areas. Eugene Sanders addresses 
one factor, peer pressure. Classmates often criticize urban school children if they excel in 
school. For an urban student who is excelling, peer pressure comes in such forms as 
"you are trying to act white.” Therefore, some urban students deliberately try not to 
excel in their academics so that their peers will not ostracize them (Sanders, 1999). 
Poverty is another factor that may relate to urban students’ academic decline. The 
poverty rate for children attending urban schools is often near or above 70% in most 
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communities (Sanders, 1999). Poverty for the urban student creates circular hopelessness 
(Sanders, 1999). In many instances, urban students come from single-female homes, 
which create economic challenges. Impoverished communities that surround the urban 
school create a sense of doubt and hopelessness within the urban child (Sanders, 1999). 
As poor urban students interact within their communities, the students face a cycle of 
impoverishment, which in turn impacts their school performance. 
Cynthia Tucker, editor of the Atlanta Journal-Constitution editorial page, brings a 
different viewpoint about urban students' (mainly African Americans) academic 
shortcomings. Ms. Tucker made the point in a recent editorial that African-American 
students who live in middle class homes still score less well on standardized tests than 
their white counterparts (Tucker, 2002). Tucker suggested that African-American 
students do not put enough emphasis on their academics, as they should. She noted that 
too much television viewing was one cause that took African-American students away 
from their studies. She noted that African-American students spent considerably more 
hours in front of the television than their white counterparts (Tucker, 2002). By viewing 
too much television, African-American children did not spend enough time on reading or 
doing homework. This was the case with middle class African-American students whose 
scores on achievement tests still lag behind those of white middle class students (Tucker, 
2002). 
Acknowledging that there are multiple reasons and factors that contribute to 
student academic decline, this study investigated the perceived impact school/business 
partnerships have on fostering higher student academic achievement. 
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Background of the Problem 
The phenomenon of student academic decline warrants further scrutiny because 
businesses believe they suffer because of the lower achievement status of the urban high 
school graduates. Furthermore, businesses make the point that it is difficult to hire 
people who can perform necessary job tasks and responsibilities. During the time of the 
“A Nation At Risk” report (1983), business and military leaders expressed the fact that 
they had to spend millions of dollars on costly remedial education and training programs, 
which dealt with the rudiments of basic reading, writing, spelling, and computation skills 
(The Center for Education Reform, 2002). Even today, businesses and military leaders 
believe that unnecessary remedial instruction is needed as they attempt to train a high 
school graduate for a job. 
The outgrowth of this urgent need has been the creation of school/business 
partnerships to assist schools in graduating a better-prepared job prospect and citizen as 
well. Businesses realize that low student academic achievement diminishes the hiring 
pool from which future workers are hired. The principal concern of corporate leaders is 
assuring a literate, confident, and motivated workforce capable of meeting the business 
challengers of today’s technological workplace (Bainbridge & Sundre, 2002). 
Since businesses realize that they have a vested interest in American students 
performing well in school, the business community has become more involved with 
schools. Marianne Becton’s quote gives the whole of education’s link to society: 
“Education in general, and public education specifically, is the cornerstone of our culture 
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and an absolute necessity for economic prosperity” (Business Partnerships with Schools, 
ERIC document, 2002, p. 1). 
Over the past two decades, the business community has expanded significantly its 
involvement in public schools, according to the College of Education, University of 
Oregon (Business Partnerships with Schools, ERIC document, 2002). Businesses have 
become involved in programs such as adopt-a-school and school-to-career partnerships. 
Furthermore, businesses have begun to lobby for national education reform (Business 
Partnerships with Schools, ERIC document, 2002). Lobbying on behalf of public 
education illustrates the sense of purpose and responsibility that today’s business leaders 
have committed towards educating American students. 
There is a vital need and a sense of urgency for school/business partnerships to 
come to the forefront in helping American students succeed. Today’s school leaders and 
business leaders are analogous to concerned parents who work steadily to make sure that 
they (the parents) are providing the best nurturing home environment to help their 
children succeed. This foundation must be entrenched in order for children to have a 
chance in being successful. The fact that many urban students do not have the stability 
within their home environments that establishes a sense of purpose and future, it is even 
more necessary that schools and businesses do what has to be done to assist these 
students. In helping the students who are most likely not to succeed, American schools 
and businesses will be serving their own future interests. Students today will be the 
future work pool from which businesses must draw. This research study examines 
9 
school/business partnerships to see to what extent these partnerships address in a positive 
way the stated problem of decline in student academic achievement. 
Significance of the Study 
The term relationship may be defined as a particular state of affairs among people 
related to or dealing with one another. In the context of this study, the significance of 
the impact of school/business partnerships is examined. This examination looks at the 
partnerships’ incentives, programs, and initiatives and their possible perceived impact on 
students’ academic achievement. 
This study can benefit most urban school districts in that the study documents the 
perceived impact that school/business partnerships have on student academic 
achievement. This study is significant to the urban school district used in this study 
because as the school system initiates additional school reform models, even more 
business partnerships will probably be needed. Therefore, as schools within the district 
and the business sector execute additional partnerships, the results of this study could 
provide guidance in the most effective structure and operation of a school/business 
partnership. The results could, also, delineate characteristics of successful school/ 
business partnerships. Furthermore, this study could be used as a blueprint for schools as 
they initiate or restructure partnerships. This is especially true whether the study 
concludes that the partnership is perceived to have positive or negative impact upon 
student academic growth or achievement. 
It is a fact that businesses are guided by the profit motive. Consequently, the 
perceived profit from viable school/business partnerships that impact student 
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academie achievement is critical. School/business partnerships that are perceived as 
having a positive impact upon urban students’ academic achievement cannot be ignored. 
This impact, hopefully, will spur other businesses and schools to create, monitor, and 
evaluate further partnerships, thus benefiting urban children. 
There is a consensus that as schools establish school/business partnerships, these 
schools must be cautious that they are establishing a real partnership, not simply a 
marketing ploy. The structure and operation of the partnership should have specific goals 
that are prioritized (Toubat, 1994). Toubat (1994) further suggests that the school/ 
business structure and operation of the partnership should have commitment from both 
parties (the school and the business partner). Moreover, the commitment should be 
targeted towards helping students to realize greater academic achievement. 
There are various critics of school/business partnerships largely because these 
critics think that school/business partnerships move into the realm of marketing the 
business’ products as their main objective. According to Wohl (2001, p. 16), “Many 
financial firms now have analysts specially trained in education marketing as part of their 
efforts to recruit new capital.” These analysts create new and uncharted ways to get 
students (who are future consumers) to become attracted to their products. For example, 
Wohl (2001) points out some startling examples of business marketing in schools. Some 
of these examples include a Burger King sponsored “spirit bus” for District 11 in 
Colorado Springs, Colorado; the exclusive contracts that High Point High School has 
with a Coca-Cola Bottling Company for its Coke and candy machines; and Channel One, 
which has “news programming” piped into schools but also commercials that are geared 
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towards school-aged children (Wohl, 2001). These are some advertising ploys that 
businesses use to entice children. Giroux (1998) pointed out the mixed impact that 
corporations have had on public schools. An example is the tobacco industry’s 
failure to reveal the additive nature of nicotine. In keeping this from the public, the 
tobacco industry promoted addiction of young smokers (Giroux, 1998). However, the 
tobacco industry relates the fact that it gives many dollars to education, even at the 
college level. Regardless, critics caution that schools must not be lured into business 
partnerships in which the schools act as marketers for businesses or compromise the 
health of their children. 
Why would schools become allied with partnerships in which schools act as 
marketers? The answer is easy—money. Schools face a daunting task in providing the 
best possible education for their students. Because of state budget shortfalls, inequities in 
school funding, and increased inflation rates, schools need additional resources (funds) to 
fulfill their commitment to the students. Decreased budgets, according to some 
observers, provoke some schools to develop business alliances that might even be 
unscrupulous. This is a detriment to the overall school, regardless of the seeming 
advantages that may result from the financial rewards. 
The San Francisco Board of Education in June of 1999 passed by a vote of 5 to 2 
the Commercial-Free Schools Act. This Act banned teachers from using textbooks or 
other materials with brand-name advertising. Furthermore, this Act prohibited the San 
Francisco School District from signing exclusive contracts with soda or snack 
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foods companies (Hardy, 1999). Moreover, the U.S. Department of Agriculture recently 
called upon schools to ban vending machines and junk food in school cafeterias in order 
to combat the growing problem of youth obesity, which may cause future health 
problems {American Teacher, 2003). The act of banning vending machines put schools 
in a dilemma because of the lost revenue in relation to school scholarships and activity 
funds that businesses offer if schools allow the commercialism of business. Some 
businesses all too frequently use their access to children merely to peddle products and 
services and collect personal information for marketing purposes. Nancy Willard of the 
University of Oregon said, “ Today, the price of a computer lab, or a school web site, is 
very often the willingness to provide advertisers access to students and to information 
about students and their families” (Business Partnerships with Schools, Ethical Concerns, 
ERIC document, 2003). 
School funding is always an issue as public schools do what ever they can to 
remain competitive by offering varied curricular, extra-curricular activities, and other 
services. These schools seek the approval of the parents, students, and communities. 
Therefore, if a business can provide the schools with these “extra” funds, one can 
understand the dilemma that is placed upon the schools. 
Businesses operate on the premise of seizing an opportunity if one develops. 
School/business partnerships that perceivably impact students’ academic achievement 
are desired. However, businesses should not view the students that they desire to help as 
future consumers of their products, whether the product is a computer or web site. In 
other words, there should be some integrity from the business sector as well as the school 
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that seeks these partnerships. One man in particular, John Sheehan, presented valid 
concerns as to why he, a school board member, voted against a beverage contract 
between a consortium of three Colorado school districts and Coca-Cola. The deal 
involved a 10-year agreement worth 27.7 million dollars (Sheehan, 1999). Mr. Sheehan 
cast the lone vote against placing the machines inside the schools. His concerns were 
balanced against upfront money and the problems that could be created from the money. 
Sheehan’s concerns were that school-aged children are at an age in which they are easily 
influenced by commercialism; business sees school-aged children as future consumers. 
A partnership, which promotes schools as marketers, is not the way to increase funds. 
Sheehan believes that local school boards and legislatures must find alternate means to 
support schools (Sheehan, 1999). 
Although fiscal support that businesses give to schools is important (Laguardia, 
1999), partnership goes beyond the X number of dollars that schools receive from 
businesses. More importantly, the significance is relative to the way the dollars influence 
the way the students see themselves and in turn see their school. 
As one views school/business partnerships, there is a great irony. The irony is 
that as school/business partnerships have developed, corporate taxes have decreased. 
Since corporations are paying fewer tax dollars, some schools’ tax bases have declined. 
Businesses say that they desire to assist schools financially through partnership programs; 
however, the corporate share of local property tax has declined from 45% to 16% 
between 1957 and 1986 (Spring, 1998). This is the irony that must be addressed. 
14 
If school/business partnerships perceivably impact urban students’ academic 
achievement, then a school/business partnership may be substantiated as an 
educational initiative that is making a difference in the spirit of the urban school and 
in the lives of its students. For in the final analysis, the measurement of effectiveness 
centers directly upon student academic growth and achievement. 
Research Questions 
This study established the following research questions. These research questions 
framed the interview questions used in the interviewing process. 
1. How are business partnerships incorporated into the overall school programs? 
2. What is the structure and operation of the school/business partnership within 
the school? 
3. How do these programs/initiatives intend to impact student achievement? 
4. What are the site administrators’ perceptions of the effectiveness of these 
programs? 
5. What is the faculty’s perception of the effectiveness of these programs? 
6. What is the staffs perception of the effectiveness of these programs? 
Summary 
For the most part, America has always championed the value of education. 
Today, however, America has come to understand that its very existence in staying 
competitive in a global market hinges upon the quality and status of its education 
institution. Education has become the backbone in America remaining competitive in the 
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world relative to the military, financial market, and job development. Thus, it is 
necessary that America take a vital look at its young people to make sure that their 
education prepares them to compete in today’s world. At the same time, the cost of 
education for all the citizens has risen. Thus, businesses have taken a special interest in 
the education arena because businesses realize that the stability of their futures are 
directed affected by the quality of educated citizens that come from the nations’ high 
schools. In keeping with this idea, school/business partnerships have been forged to give 
assistance to those schools and students that need the help. 
This study directs its focus upon the urban high school student because of the 
academic challenges that many urban high school student face. The study examines 
partnerships and their perceived impact upon student academic achievement. Since 
schools need resources that businesses are able to provide, it is essential that this study 
view the partnerships to see to what degrees the partnerships enhance or affect student 
academic achievement. 
This study developed research questions that deal with the structure and operation 
of school/business partnerships within two urban schools. Research questions were 
developed that cover teachers’ perceptions, administrators’ perceptions, and business 
partners’ perceptions of the effectiveness of these partnerships on enhancing student 
academic achievement. These questions construct the groundwork for the next chapter, 
The Review of Literature. 
CHAPTER II 
THE REVIEW OF LITERATURE 
The purpose of this study was to examine the perceived impact of school/business 
partnerships on urban high school students’ academic achievement. The school/business 
partnership was developed as an initiative to assist schools in addressing the problem of 
student academic decline. In examining the perceived impact of the school/business 
partnerships on student academic achievement, the review of literature focused on the 
following areas: (1) the structure and operation of school/business partnerships, 
(2) characteristics of successful school/business partnerships, and (3) the perceived 
impact on student academic achievement. 
Student academic achievement was in decline as noted from the 1983 report, “A 
Nation At Risk.” Specific factors relative to lower academic achievement may be linked 
to children who live in urban areas. Sanders (1999) noted that two specific factors, peer 
pressure and poverty, may impact or have relevancy for urban students’ academic 
decline. Cynthia Tucker (2002) noted that for many urban students there was a 
de-emphasis of academics in that too many urban students watched too much television. 
In turn, academics and the need to study became less important. Regardless of any 
factors that relate to the academic decline, the Review of Literature examined the 
importance of establishing school/business partnerships with regard to structure, 
characteristics, and the impact on student academic achievement. 
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The proposition of school/business partnerships developed from a needs-based 
concept. Businesses believed they suffered due to lower achievement status of urban 
high school graduates. Furthermore, businesses felt that they had to train a high school 
graduate in the rudimentary skills. Therefore, businesses saw the necessity to form 
partnerships with schools in order to assist schools in graduating a better-prepared job 
prospect. Increasingly, corporations have invested in public elementary and secondary 
schools. The principal concern of the corporate leaders was the assurance of a literate, 
confident, and motivated workforce capable of meeting the business challenges of 
today’s technological workplace (Bainbridge & Sundre, 2002). Thus, the technological 
changes of the society and workplace made it more imperative that businesses join 
schools in developing a competent workforce for the future. Even in Canada, 
partnerships between business and education sectors have increased. Froese-Germain 
and Moll (1997) noted that there were as many as 15,000 to 20,000 school/business 
initiatives in Canada. 
How did schools fit into the partnership from a needs-based concept? The answer 
was regulated to the decreasing financial resources in public education as Carmola (1995) 
noted. Schools knew that businesses were in business to make a profit. Consequently, 
schools had a need to form alliances with businesses with the hope that businesses would 
share their resources and profits with the schools. In a sense, a school/business 
partnership, as an alliance, was one that illustrated or identified the needs of both parties. 
Businesses needed schools to develop an individual who was ready for job training, and 
schools needed businesses to assist in the development of this individual. 
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Structure and Operation of School/Business Partnerships 
In initiating a school/business partnership, certain factors should be addressed in 
order to formulate the structure and operation of the partnership. Toubat (1994) 
ascertained certain factors that motivated businesses to form partnerships with schools. 
These factors took the form of (1) supporting the school community; (2) promoting the 
business within the community; (3) improving education; and (4) boosting the business 
morale. However, according to Toubat (1994), supporting the community was the major 
factor in initiating a school/business partnership. Through the development of 
school/business partnerships, communities realized the added value to their school 
environment and ultimately additional support for the educational mission of the school 
(Engeln, 2003a). 
Engeln (2003a) identified three types of school/business partnerships. They were 
identified as philanthropic, commercial, and the true partnership. The philanthropic 
model was traditional in that the partnership was one in which business acted as a “good 
neighbor” by providing resources that went largely to the school. The commercial 
model, which came into focus during the 1980s, benefited businesses because schools 
allowed businesses to sell or promote various products. However, Engeln (2003a) 
suggested the true partnership was one where both parties derived benefits from the 
alliance. 
The structure and operation of a school/business partnership encompass five 
specific goals as suggested by Toubat (1994). They include the following: (1) specific 
goals/priorities; (2) commitment/consistent behavior regarding the partnership 
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(3) mutually beneficial; (4) team effort; and (5) involvement of key people from the 
partnership. The structure and operation of the partnership should have specific goals 
that are prioritized. The structure and operation should be one that has commitment from 
both parties, and there should be a consistency in the behavior of this commitment. The 
structure and operation is one in which the schools and businesses benefit mutually. 
Furthermore, the partnership is always seen as a team effort. The school and business 
become as one entity, so every thing that occurs is as a result of the “team effort.” 
Finally, in order for the structure and operation of the partnership to sustain its goals, 
commitment, and team effort, there must be the involvement of key people. The key 
people represent the school and the business. To define the term “key people,” 
consideration must be given to those individuals who are vital in establishing the 
school/business partnership. These are the people who must sustain the structure and 
operation of the partnership. 
Patricia Shea’s (2001) perspective on the structure and operation of 
school/business partnerships suggested a partnership that involved reciprocity. By 
reciprocity Shea felt the school/business partnership should be one that was “two-way” 
(Shea, 2001). In this manner, the schools would not only be in a position as only 
receiving but also in a position of giving. The point is that the school has resources that it 
can offer to its business partner. These resources may lie within the community as 
community volunteers. From the business perspective, Shea (2001) believed businesses 
should have their employees to adopt a student. If this happened, a more personal 
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relationship would be fashioned between businesses and the ones who should benefit the 
most from the encounter, the students. 
In initiating a school/business partnership, it is imperative, as Shea pinpointed, 
that both organizations realize the reciprocity of the partnership. For in the reciprocity, 
both partners have something to give. Engeln (2003b) suggested that true partnerships 
established relationships that built upon shared understanding of the values that supported 
mutual needs. 
Characteristics of Successful School/Business Partnerships 
As the literature indicated, the structure and operation of a school/business 
partnership are vital. As the structure and operation are put into place, certain 
characteristics of successful partnerships start to emerge. Shea (2001) identified two 
specific characteristics of successful partnerships. They were resources and 
communication. 
Resources may relate to the human resources of both the school community and 
the business community. As the schools involved their communities in the partnership, a 
sense of ownership was established. This is an important factor in building success. 
Successful school/business partnerships know each other’s resources, and they know the 
channels needed in acquiring these resources. 
Successful partnerships are characterized by active and effective communication. 
Communication may be viewed at various levels (Shea, 2001). The communication may 
exist between individuals within both organizations (example: the school principal and 
the business contact person); the organizations (the school and the business); and with the 
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larger community (other stakeholders, who are not necessarily tied directly to the school 
or business). When communication occurred at these levels, everyone was involved. 
The communication became effective because the partnership was opened for dialogue. 
If this form of communication did not occur, the school/business partnership failed due to 
the lack of commitment. 
The leadership of Jay Engeln, former principal of a Colorado high school, 
demonstrated an example of effective communication and commitment by the high 
school principal. Mr. Engeln and his staff initiated more than one hundred partnerships 
with their school (Engeln, 2003b). The partnerships involved mentor programs, guest 
speakers, tutors, senior volunteers, and motivational programs, to name a few. Due to the 
involvement of the many partnerships and the principal’s communication with these 
partnerships, there was a positive impact upon student achievement. 
Engeln (2003b) suggested that evaluating the school/business partnership was a 
necessary characteristic of successful partnerships. The school/business partnership was 
evaluated to determine strengths, weaknesses, and future directions. When a partnership 
is evaluated, the measurable goals will have been established at the outset. Next, the 
evaluation will be done at a regular agreed-upon basis. Lastly, the evaluation will have 
specific collected data to determine accomplishments, strengths, and weaknesses (Engeln, 
2003b). 
In some instances, many businesses allocated financial resources to support 
partnerships with little attention given to evaluating the outcomes of their investments 
(Bainbridge & Sudre, 2002). Furthermore, many businesses did not have anyone 
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responsible for looking at the total picture of the school philanthropy. Unknowingly, 
various divisions and other business units overlapped in their funding. This is the reason 
that communication is so vital in a partnership. The communication should begin 
individually with each entity. Communication is a vital component for the business 
partner as well as the school. 
Bainbridge and Sudre (2002) suggested that school/business programs needed to 
be evaluated to reflect desired strategic outcomes. 
♦ Are program goals clear and measurable? 
♦ Are these goals attainable? 
♦ Does the corporation understand these goals? 
♦ Does the organizational structure of the program contribute to goal 
attainment? 
♦ Are personnel adequate to assure goal attainment? 
♦ Do program outcomes reflect stated goals? 
♦ Are resources sufficient? 
♦ Can program outcomes be measured? 
♦ How can program features be changed to enhance outcomes measurement? 
♦ Can program resources be combined with other resources to enhance results? 
♦ Can the program be replicated? 
♦ Does the program have the capacity for self-improvement and adaptation in 
the face of environmental changes? 
23 
Vivian Wright (1996) described successful school/business partnerships in terms 
of relationships, location, and school enrollment. In reviewing the public school 
partnerships in Illinois, Wright noted that most partnerships were at least one year old. 
Most of these partnerships established the relationship between the elementary schools 
and businesses. The communication was usually verbal rather than using written 
contracts (Wright, 1996). Although Wright’s study placed emphases on the public 
schools, she noted that private schools tended to have written agreements when they 
embarked upon a school/business partnership (Wright, 1996). 
Within the Illinois public schools, the relationship between larger school districts 
and businesses tended to have programs that carried a longer involvement. In part, the 
relationship was due to the long-range goals and plans of these larger school districts. 
The smaller school districts, as well as the rural districts, deemed successful partnerships 
as providing awards, team/club sponsorships, field trip sponsorships, and giving 
assistance for short-term projects. The clarity of this illustrated that the location of a 
school district (for example - rural) and the student enrollment were associated with the 
existence of a partnership. 
Wright’s study concluded that many school districts wanted to be involved in 
school/business partnerships and that various levels of program activities were important. 
The one interesting point was that the perceived success of a partnership did not depend 
upon a formal policy statement (Wright, 1996). 
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Impact on Student Academic Achievement 
The main focus of this study was the degree to which the perceived impact of 
school/business partnerships influenced student academic achievement. The Review of 
Literature provided an array of information relative to partnerships between schools and 
businesses as well as the structure and operation of these partnerships. However, the 
impact on student academic achievement was not as clearly defined. This may be due to 
the fact that some partnerships embraced achievement in ways other than academic 
achievement. These partnerships deemed academic achievement as only one part of the 
total student. This meant that mentoring, tutoring, giving awards, and sponsoring field 
trips may have indirectly influenced academic achievement (Wright, 1996). 
School/business partnerships represented an effort to combine resources with the 
purpose of improving educational outputs (Carmola, 1995). The creation of mentoring 
and tutoring programs was one result of the partnerships. 
Study Hall, a nonprofit after-school program, offered tutoring and educational 
programs to children in an impoverished urban community (Stanford, 2002). A large 
board of directors that raised money and put other resources into the program supported 
Study Hall. Study Hall was established in 1990 to support the poor urban community of 
Peoplestown. The premise for this program was for intervention because the 
Peoplestown community had so many students that did not finish school. The pitfalls 
that pervaded an impoverish community may have been the factors for students dropping 
out of school. 
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Study Hall sat inside the Peoplestown community. Study Hall may be described 
as a business in the sense that it invested in the children’s future. This tutoring program 
adopted students as kindergartners and followed them throughout their school career. 
Presently, Study Hall’s success rate is 16% (Stanford, 2002). Although this may seem 
small, the students that made it from kindergarten through the twelfth grade felt that 
Study Hall had a profound impact on their lives and academic achievement. The students 
who finished the program were college bound. 
Youth Trust is a business association that connects business with schools in 
Minneapolis for the purpose of launching and reinvigorating school/business partnerships 
(School Partners Update, 2000). Youth Trust gave a summary of how businesses in the 
Minneapolis area impacted student academic achievement and growth. Some of the 
programs and activities are listed below: 
1. Students from 57 Minneapolis public schools formed partnerships with 
volunteers from Twin Cities businesses and community organizations. 
2. Youth Trust facilitated 20 e-Mentoring partnerships in the Twin Cities area, 
matching 1500 students with mentors. 
3. Youth Trust, at the request of the City of Minneapolis, and 196 corporate 
volunteers helped low-income students gain important job skills through the 
Business Partners Program. 
4. Young Professionals Club distributed books to each student at Jefferson 
Community School (School Partners Update, 2000). 
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An association such as Youth Trust is one way in which businesses can connect 
with schools. Furthermore, these businesses gave support to at-risk youth during the 
summer. This support was in the form of a ten-week work experience. Programs of this 
kind impact students’ lives, which in turn impacted their academic achievement. 
Schools and businesses developed various programs along with shared goals to 
improve student performance and increase student motivation. This long-term strategy 
was intended to improve productivity in the workplace. In turn, American businesses 
will compete in current and newly emerging world markets (Bainbridge & Sundre, 2002). 
In order to ascertain businesses’ involvement and satisfaction with their school 
partnerships, Bainbridge and Sundre (2002) conducted a survey. Of the completed 
survey questionnaires, 59 (83.1%) of the respondents indicated that their company 
participated in some kind of school/business partnership (Bainbridge & Sundre, 2002). 
The ten broad areas of the businesses’ participation were as follows: 
Areas of Participation Companies Participating 
Scholarships  35(59.3%) 
Adopt-a-School  35 (59.3%) 
Volunteerism  34 (57.6%) 
Mentorships  24 (40.7%) 
Program Grants  21(35.6%) 
Equipment Grants  18 (30.5%) 
Academic Skill Training  13 (22.0%) 
Internships  11 (18.6%) 
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School Site Assistance  9 (15.3%) 
Career Planning Services  6(10.2%) 
Other  7(11.9%) 
The findings from Bainbridge and Sundre’s survey showed that the most 
widespread school partnership programs were not the most effective. This was the case 
with Adopt-a-School, which was cited as the most prevalent program but was judged as 
least effective by the respondents. Bainbridge and Sundre (2002) theorized that Adopt-a- 
School was given low marks as far as effectiveness because programs of this kind were 
designed around the convenience of school and corporate managers. If a student was 
enrolled in a particular school, the student was often offered only the resources of the 
adopting corporation for that school. Consequently, a student, who was interested in 
mathematics and computer science but attended a school that was “adopted” by the 
Museum of Art, was not necessarily going to benefit from the arrangement. This 
circumstance will have an impact upon the student’s academic achievement as well as 
personal growth. 
From Bainbridge and Sundre (2002), it was pertinent that businesses that 
participate in various school partnerships pay close attention to the effectiveness of the 
program participation. If the participation did not address students’ needs or interest, 
little was accomplished. Although a partnership may be deemed active, if it was not 
effective, student academic achievement was negated. 
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Summary 
The whole idea of school/business partnerships developed from a needs-based 
concept. Businesses needed schools to educate students so that they could reach their 
highest potential (Bainbridge & Sundre, 2002). Schools needed businesses to give 
various forms of assistance (human, monetary, and technological) to create real world 
opportunities for all students. Both sides know that an educated individual is the 
framework for an educated and productive society. 
Businesses saw that it was vital in establishing partnerships with schools due to 
the community’s perception of the business being involved with the community and the 
citizens. Toubat (1994) proposed four factors that motivated businesses to form 
partnerships, but community involvement was the major motivating factor. In order for 
the school/business partnership to be cemented, there had to be reciprocity as suggested 
by Shea (2001). This reciprocity was forged from the team effort on behalf of the school 
principal and the key business partner or contact person. The point of reciprocity was 
that both sides realized they (the school and the business partner) had something to offer 
for the benefit of the partnership and in turn for the benefit for the students. 
Successful school/business partnerships required that resources, communication, 
goals, and evaluation be key markers in maintaining success. As earlier stated, resources 
were in various forms- human, monetary, technological. However, communication 
between the key people in the alliance was of the utmost importance. Both parties agreed 
upon goals of the school/business partnership before that partnership was established. 
The goals were to relate to enhancing student academic achievement. The last key 
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element in the success of the school/business partnership was evaluation. The school and 
the business partner should do evaluations at intervals as agreed upon (Engeln, 2003 a). 
The evaluation was to be real, and there were specific data that illustrated the 
effectiveness or ineffectiveness in reaching the agreed upon goals. 
The impact of school/business partnerships on student academic achievement was 
not as clearly defined. This was due in part to the ways in which some partnerships 
embraced academic achievement. These partnerships saw student academic achievement 
as only one facet of the total student. Wright (1996) suggested that mentoring, giving 
awards, and sponsoring field trips may have played a perceived part in student academic 
achievement. 
Study Hall and Youth Trust were cited as examples of business initiatives with 
the school and community as ways to impact students’ lives. Study Hall was established 
in an urban Atlanta community, and Youth Trust was established in Minneapolis, 
Minnesota. Both examples demonstrated how the business sector committed to the urban 
youth with the goal of impacting the academic and social lives of urban students. 
The literature suggests that effective school/business partnerships must have 
definable goals and continuous evaluation. The emphasis of the partnerships’ impact on 
student academic achievement is not as clearly defined. However, the need for schools 




This study focused upon the perceived impact of school/business partnerships on 
student academic achievement. This study examined the perceptions of various school 
personnel and business partners in order to see the degree the partnerships impacted 
student academic achievement. The basis of this study is geared toward students who 
attend high schools within an urban setting that often has barriers that impede attaining a 
quality education. School/business partnerships were examined to see if the partnerships 
assisted students in attaining a quality education regardless of the barriers. 
Business has always been the impetus for progress in American society. As a 
theme of literature, business is the idea behind many works. Even an American classic, 
Main Street, by Sinclair Lewis, has business as its theme of American upward mobility 
versus the narrow-mindedness of those who would not think in terms of greater 
economics. Although some may view business as being cold and money driven, business 
is still a strong force as far as upward mobility and high finance. 
School/business collaboration is not a new idea. Even as far back as 1900, the 
business sector urged school officials to make school more practical or useful (Callahan, 
1972). This practicality was the initiative that brought vocational education into the 
regular academic school setting. Educators of the past century were so concerned with 
theory. However, businesses knew that they needed the schools to foster and teach some 
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real work skills to the students. Consequently, vocational education was a business 
initiative, which the schools adopted. Today, this initiative is in place and has been 
successful for the students as well as the business sector. Therefore, school/business 
partnerships seem to present a win/win proposition. 
As in the past, businesses need schools to develop an individual who is ready for 
job training, and schools need businesses to assist in the development of this individual. 
More than ever, this partnership (school/business) seems to be a vital cog in the wheel to 
drive higher student academic achievement. 
Due to the high status and seeming efficiency of business, educators have tried to 
bring this business efficiency into the schools (Callahan, 1972). The hope was to run 
schools as businesses to achieve a desired outcome. In the past, however, businesses may 
have given dictates and criticism about the operation of American schools without giving 
assistance to the schools or establishing any real initiatives with the schools. Business 
has often been on the outside of schools. In the meantime, schools have believed that 
acquiring certain business principles of operation, one of which Callahan (1972) refers to 
as scientific management, would achieve desired outcomes for students. Needless to say, 
this was not and is not a partnership that would have a real impact on student academic 
achievement. To make suggestions without taking part in resolving the problem is not a 
true alliance. 
The school/business alliance that most people may be familiar with is the annual 
career day. Usually this is a one-day event in which businesses allow their employees to 
visit the schools and talk with students about their career options and how the business 
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world operates. This one time school/business contact does not afford students the 
opportunity to have follow-up to their questions. Moreover, this one-day affair does not 
establish any real commitment on the part of the schools nor the businesses. In fact, 
schools may view this annual event as a way for schools and businesses to facilitate an 
alliance; however, little future planning is done. A more concrete and stable partnership 
that involves the student as the centerpiece is needed. 
The University of Texas at Arlington (UTA) has developed a partnership with 
inner city students of area school systems. This partnership was formed to encourage 
students to complete high school and aspire to go to college. The partnership involves a 
mock stock market game in which the students compete by investing $100,000 in the 
stock market. The purpose of the game is to see which team can make the most money 
from the initial investment. The contest is held each semester, and the members of the 
winning team receive a $50.00 savings bond. The point of this partnership between the 
University of Texas at Arlington and area schools is that four prominent businesses 
provide the financial support of the partnership (Witt, 1999). Toubact (1994) ascertained 
that the specific factor that motivated businesses to seek partnerships with schools was 
the opportunity to support the community. Many local firms and national corporations 
seem to be motivated by a sincere desire to serve their communities by investing funds 
and other resources in schools (Business Partnerships with Schools, ERIC document, 
2002). Refocusing and reconnecting with the community seem to be the impetus for 
businesses’ involvement. That is why the business support of UTA’s initiative with inner 
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city schools is quite commendable. This is the kind of partnership that might well 
positively impact student academic achievement. 
Where there are positives regarding urban schools, most urban school educators 
felt that the creation of school/business and community partnerships was most 
responsible in attaining an educational turnaround (Casserly, 1999). This suggests that 
school/business partnerships constitute a viable force as schools move towards 
educational reform. 
Presentation and Definition of Variables 
This study presents an independent variable and a dependent variable. Within the 
context of this study, the definitions of these variables are provided. A graphic account 
of the variables is provided. 
Independent Variable 
The independent variable in this study is School/Business Partnerships. 
Dependent Variable 
The dependent variable is Student Academic Achievement. 
Definition of Variables 
School/Business Partnerships: an alliance between a high school and the profit¬ 
making business. 
Student Academic Achievement: student academic performance on standardized 
tests and achievement tests. 
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Definition of Terms 
The following terms are defined in order to create a frame of reference for this 
study: 
Effectiveness is defined as the power to produce a desired result or outcome. 
Perception is defined as the condition of being aware as the result of the 
consciousness of mental activity. This mental activity is the product of the senses, which 
include sight, sound, smell, taste, and touch. 
School/business partnership, in the context of this study, is defined as an alliance 
between a high school and the profit-making business. 
Student academic achievement means the percentage of students who passed the 
Georgia High School Graduation Test (GHSGT) with a score of 500 or higher in each 
discipline (Science, Social Studies, Mathematics, Language Arts). It also means the 
percentage of students who had a combined verbal and mathematics Scholastic Aptitude 
Test (SAT) score of 850 or higher. 
Urban, in the context of this study, is defined as the central part of the city or the 
inner city of the urban school district. 
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Independent Variable Dependent Variable 
Figure 1. Relationship Among the Variables 
The relationship among the variables is that through the interview process, 
qualitative data will be gathered from respondents to see to what extent the 
school/business partnerships (independent variable) are perceived to influence student 
academic achievement (dependent variable). The relationship between the two variables 
is based upon the interviewees’ perceptions as to how they (the interviewees) believe the 
school/business partnership influenced student academic achievement. 
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Assumptions 
The assumption that businesses do not need to forge partnerships with schools is 
not true. Businesses need high schools to graduate individuals who are problem-solvers. 
According to Toubat (1994) in The Review of Literature, businesses are motivated by 
five specific factors in forming partnerships. These factors are (1) specific goals/ 
priorities, (2) commitment, (3) mutually beneficial, (4) team effort, and (5) involvement. 
That a successful and effective school/business partnership can be loosely or scantily put 
together is another assumption that is untrue. The Review of literature (Shea, 2001) 
illustrated that these partnerships required the active and continuous communication 
among the school principal, the business contact person, and the two organizations (the 
school and the business partner). 
Scope and Limitations 
The urban school district cited in this study is comprised of ten high schools. 
However, the scope of this study focused upon two high schools within this urban public 
school district and the alliances that exist between the two high schools and their business 
partnership(s). Moreover, this was limited to the perceived impact that the 
school/business partnerships have upon student academic achievement or academic 
growth. Since this study involved personal face-to-face interviews, one has to assume 
that the participants’ responses are credible and dependable. However, making such an 
assumption about the data presents a limitation. Consequently, the nature of a qualitative 
study presents limited control over participants’ truthfulness. 
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Summary 
The business world has often been viewed as high status and efficient. Callahan 
(1972) asserted that educators tried to copy the presumed efficiency of business operation 
for education. The presumed efficiency of business has been cited in works of literature. 
Furthermore, business, in the past century, realized the need for schools to teach students 
real work skills, which was the framework for vocational education becoming a part of 
public education. Even though schools and business forged scant alliances in the past, 
today’s alliances need to be reinvigorated, especially in addressing needs of the urban 
student. The urban student’s needs are more profound; thus, the partnerships have to 
develop initiatives that will assist and enhance urban students’ academic achievement in 
ways that partnerships previously did not. 
The University of Texas at Arlington (UTA) presented an example of how 
businesses can become involved in a partnership that enhanced student academic 
achievement. Moreover, it was established that businesses understood that they must 
assist schools because the future workforce of those businesses is inside the schools. 
Therefore, much is needed on the front end in order to create good results. 
The research study presented a dependent variable, student academic 
achievement, and one independent variable, school/business partnerships. The 
relationship between the variables was established through the interview process in which 
perceptions of the respondents regarding the effectiveness of the school/business 
partnerships in enhancing student academic achievement were gathered. 
CHAPTER IV 
RESEARCH METHODS AND PROCEDURES 
This qualitative study focused upon the perceptions of the principals of the two 
schools, selected members of the schools’ Leadership Teams, and business partners 
regarding the effectiveness of school/business partnerships in enhancing overall student 
achievement. The premise was that if a partnership had a perceived positive impact on 
student academic achievement, this study would provide qualitative data that other 
schools and businesses could replicate as future school/business partnerships are initiated 
and developed. 
The interview design for this study was based upon the three basic types of 
qualitative research interviews as defined by Patton (1990). Patton (1990) identifies the 
three interviews as the informal conversational interview, the interview guide 
approach, and the standardized open-ended interview. The informal conversational 
interview is usually spontaneous in nature as the researcher is doing fieldwork. Because 
of the spontaneity of this type of interview, comprehensiveness is not assured. On the 
other hand, the interview guide approach entails a more guided process to the interview 
because of the established topics or issues. However, there is flexibility with this method 
in that the researcher is free to vary the wording and order of the questions. As far as the 
standardized open-ended interview, this interview is more defined because of the 
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adherence to a script. For this study, the interview guide approach and standardized 
open-ended interview were utilized most often. 
Access and Entry 
In order to conduct a research study within this urban school district, permission 
had to be granted by the district’s Research, Planning, and Accountability Department. 
Once the researcher completed the Prospectus phase of this study, the chairperson of the 
Department of Educational Leadership at Clark Atlanta University wrote a letter of 
requesting that the researcher be given permission to conduct the study within the school 
district. Within a month’s time, the researcher received permission from the Research, 
Planning, and Accountability Department. The two high school principals were notified 
that the researcher had requested to use their schools to gather data. After this was done, 
the researcher contacted the two principals. Both principals were agreeable for their 
respective school to be included in this research. 
Description of the Setting 
The setting for this study was an urban school district comprised of approximately 
53,000 students. More specifically, the focus of this study highlighted two high schools 
of this urban district. The school district was composed of ten high schools. The two 
high schools selected for this study were targeted because of the longevity that existed 
between the two high schools and their respective business partners. Longevity was 
established to be at least five years in duration. Furthermore, the two high schools had 
similar socioeconomic status. Additionally, the two high schools’ test results on the state 
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exit examinations were similar for the years 1999-2002. The Georgia Department of 
Education cited these two high schools in its 2001 Title I Evaluation Summary as 
“Distinguished Schools.” Six of the districts’ ten high school were cited, and these two 
schools were a part of this group. “Distinguished Schools,” according to the summary, 
made academic progress for three consecutive years. Moreover, these two high schools 
were the only two district high schools that met the system’s targets for the 2002-2003 
school year. The system’s targets are based upon specific criteria or goals, which are set 
by the superintendent the previous year. These criteria cover such areas as percentage of 
first-time test takers who passed the state’s exit examinations in mathematics, writing, 
and language arts. The other targets or goals relate to the numbers of student who are 
enrolled in higher level courses (Advanced Placement courses), third year foreign 
languages, geometry, Algebra II, and an increase in student attendance. These two 
schools achieved at least seventy to seventy-nine percent of their goals. To maintain 
anonymity the two high schools are addressed as High School Y and High School Z. 
Description of High School Y 
High School Y came into existence in 1985 because of the merger of two former 
high schools. High School Y is the most recently built high school in the district. At the 
time it was built, there was a greater contingent of Caucasian and Asian students. 
However, as the years passed, the contingent of Caucasian students decreased. The Asian 
students went to other district high schools. 
The interesting fact now is that the High School Y ‘s neighborhood is going 
through a transitional phase because of the return of young Caucasian families that have 
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moved back into the High School Y’s school zone. However, this has not impacted the 
school’s population because most of these families do not have school-age children at the 
high school level. Furthermore, High School Y’s neighborhood is changing because of 
the development of high-end, single family homes and condos. Regardless, most of the 
students do not live in these new high-end developments. In fact, until recently, High 
School Y’s student population came from at least five government-housing districts and 
other low-income areas. 
Nevertheless, High School Y was named a Georgia School of Excellence in 1999. 
Another citation was given for having a high poverty rate (at least 70% free/reduced 
lunch) but having an increased in test scores with regard to a national assessment. This 
study attempts to look at High School Y to determine to what degree the school/business 
partnerships impacted the student achievement at this urban school. Presently, the 
demographics of High school Y shows a student body composed of the following groups: 
91% black, 1.6% white, 4.9% Hispanic, 1.4% Asian, and 0.3% multi-racial. 
Description of High School Z 
High School Z, as High School Y, came into existence in 1994 due to the merger 
of two high schools. However, the difference is that one school closed and the students 
were transferred to the larger of the two schools. In the beginning, this caused some 
friction because neighborhood rivalries came into focus. 
High school Z sits at the farthest end of the urban school district’s zone. In fact, 
High school Z is relative close to the next county. Furthermore, the school zone is in 
close proximity to the southern perimeter, which makes the area industrial/commercial as 
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well as residential. High School Z’s test results (Georgia High School Graduation Tests) 
have been relatively stable and similar to High School Y, the other high school cited in 
this study. Again, the focus for High School Z, with regard to this study, was to see to 
what degree the school/business partnership impacted or influenced student academic 
achievement. Presently, the demographics of High School Z shows a student body 
composed of 93.6% black, 0.8% white, 2.3% Hispanic, and 3.3% Asian. 
Participant Selection Process 
In order to gather the necessary data for this study, it was important to focus on 
the two high school’s Leadership Teams. A school’s Leadership Team is customarily 
composed of the principal, assistant principals, core department chairs, vocational 
supervisor, magnet coordinator, a teacher, Senior Army Instructor of the Reserved 
Officer’s Training Corp (ROTC), counselor(s), and in some instances, the athletic 
director. The researcher selected the Leadership Team as the focus group for this study 
because of the diversity of individuals and their various roles within the school. By 
selecting a diversity of individuals and roles, the researcher was able to collect data that 
illustrated various perceptions from different perspectives. Since this is a qualitative 
study, the researcher selected diverse individuals within the school in order to cluster 
participants’ perceptions as well as disaggregate their responses. The major portions of 
the interview were arranged by way of a set time relative to the participants’ availability 
(in most cases before or after school). 
Since this study entailed the perceptions that school/business partnerships had on 
student academic achievement, direct quotations from the interviewees would feel tell 
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how the interviewees felt emotionally relative to their experiences and perceptions 
(Patton, 1987). 
According to Sewell (2002), certain advantages are gained in doing qualitative 
interviews. Qualitative interviews: 
> allow each participant to describe what is meaningful or important to 
him/her by using his/her own words. 
> allow the researcher to delve for more details and ensure that 
participants understand questions the way they were intended. 
> provide high credibility and face validity. 
> give the interviewer the flexibility to explain themes, ideas, or 
questions that the participants might set forth within the interview. 
(P- 2) 
As part of this study, an audit of the urban district’s ten high schools was 
conducted to create a typology chart of the school/business partnerships that existed 
within the high schools. This typology chart afforded the researcher the insight as to the 
broad and general aspects of the school/business partnerships. From this, the researcher 
was able to look more closely at the specific school/business partnerships of the two high 
schools that were a part of this study. 
In developing the typology chart, the researcher contacted the urban school 
district’s Chamber of Commerce. It was noted that the urban school district in this study 
had forged collaboration between the school district and the city’s Chamber of 
Commerce. A spokesperson for this collaboration pointed out that the alliance between 
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the urban school district and the Chamber of Commerce was founded in 1981 to provide 
a means for active participation between the city’s area businesses and the larger 
community to create a successful school experience for the urban student. 
The urban school district used in this study expected each high school that was 
establishing a school/business partnership to follow a set of standards or procedures. The 
procedures are listed below: 
(A) The prospective partnership’s purpose must be to improve student 
achievement. 
(B) The prospective business must write an Action Plan that coincides 
with the high school’s Achievement Plan. (See Appendix A) 
(C) The business Action Plan must be submitted to the district’s 
superintendent for review. 
(D) The high school principal is the individual who drives the school’s 
Achievement Plan and the School/Business Action Plan. 
(E) The partnership may involve a church or non- profit organization, 
not just a corporation. 
Table 1 displays the partnerships that exist among the ten high schools within the 
school district. Each school’s name is kept confidential and thus appears in the table as 
School A through School J. 
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Table 1 
Typology Chart of Partnerships of the District’s Ten High Schools 
School Partnerships Non-Profit Corporate Active Inactive Involvement 
School A First Presbyterian X X Mentoring 
Church 
Sun Trust X X Career 
Awareness 
School B Printing Industry 
Association of Georgia 
X X 
Grand Hyatt X X Career 
Awareness 
Kroger Foods X X 
Junior Achievement X X Instructional 
GE Capital Corp X X 
Wachovia Bank X X 
SchoolC Coca Cola Co. X X Mentoring 
Career 
Awareness 
SchoolD Kroger at Ponce X X 
U. S. Department of X X Career 
Labor Development 
SchoolE Scientific Atlanta X X 
Kroger X X 
Publix X X 
School F Publix at Peachtree X X School 
Battle Support 
Buckhead Coalition X X Mentoring 
School 
Support 
Chick Fil-A X X Scholarship 
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Table 1 (continued) 
School Partnerships Non-Profit Corporate Active Inactive Involvement 
School G Delta Air Lines X X 
COMTO/MARTA X X 















School H Winters Construction 
General Electric 






















Table 1 (continued) 
School Partnerships Non-Profit Corporate Active Inactive Involvement 




Lockwood Greene X X Mentoring 
Internal Revenue X X 
Services 
School I The Atlanta Bar X X Mentoring 
Association Career 
Awareness 
King & Spalding X X 
Holland & Knight X X Mentoring 
GSU Black Law X X Mentoring 
Students’ Association Career 
Awareness 
The Supreme Court of 
Georgia 
X X 
SchoolJ Helping Teens Succeed X X Mentoring 
Instruction 
Support 
Metro Sports & Fitness X X 
Ritz-Carlton X X Career 
Awareness 
Capitol City Bank X X 
YWCA X X 
West End Medical X X 
Phi Delta Kappa #1439 X X Mentoring 
Phi Delta Kappa #1132 X X Mentoring 
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Table 1 (continued) 
School Partnerships Non-Profit Corporate Active Inactive Involvement 
School J Advance Auto Parts X X 
Crawford Long X X Career 
Hospital Awareness 
Georgia Pacific X X 
Links, Inc. X X Mentoring 
Westminster Schools X X 
The partnerships illustrated in Table I show an array of companies and 
organizations. The interesting point of these partnerships is that the business partnerships 
of the district’s ten high schools show similar areas of business participation that were 
cited in Bainbridge and Sundre’s survey that was discussed in the Review of Literature. 
Most of the high school’s business partners related the areas of participation as 
establishing scholarships and mentoring. A few of the high schools have program grants 
such as the one between High School Y (one school used in this study) and its main 
business partner. 
To gather data for this study, interviews were conducted with each principal of the 
two high schools. Additionally, interviews were conducted with selected members of the 
two schools’ Leadership Teams. In this manner, a diversity of individual perceptions was 
a part of this study. The interviews normally lasted about forty minutes. Furthermore, 
the contact business partners for each school were interviewed. Each of the heretofore- 
mentioned interviews was conducted by way of audiotape during a question/answer 
session between the researcher and interviewee or by way of the Internet. If an audiotape 
was utilized for an interview session, the participant gave permission to be taped recorded 
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before the interview was conducted. Afterwards, the interview information was 
transcribed or the interview notes were delineated to correspond with each interview 
question. 
Working With Human Subjects 
Each participant in this study was assured that his/her name was not to be used in 
the study. Furthermore, each participant received a letter requesting his or her permission 
to be interviewed for this study. Additionally, the researcher sought the permission from 
the urban school district before conducting any research or data collection. All points of 
the permission guidelines from the school district were followed in dealing with human 
subjects. 
Data Collection Process 
Before each face-to-face interview was conducted, the researcher always asked 
each participant’s permission to be audio taped. The face-to-face interviews were 
conducted as the researcher went to each school and/or the business partners’ worksites. 
All interviews were conducted in private. Three selected participants preferred to send 
their responses by way of the Internet. The researcher later transcribed these responses. 
Receiving the data by way of the Internet presented a situation of not seeing the 
participant’s personal reaction to the interview guide questions as they were asked. 
However, the responses that were gathered by way of the Internet were detailed. 
Furthermore, casual classroom observations and school walk-throughs were 
conducted, in which fieldnotes were maintained. In doing a school walk-through, the 
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researcher was looking at the school’s physical setting and academic setting to ascertain 
if any of the school/business partnerships’ initiatives were evident. Notes were 
maintained for this type of observational data. For classroom observations, the fieldnotes 
were mainly descriptive. The setting, people, actions, and conversations were observed. 
Afterwards, as these fieldnotes were perused, the researcher produced reflective notes 
relative to the researcher’s frame of mind, ideas, and concerns. Casual classroom 
observations were used to canvass the school to ascertain if the concepts of the 
school/business partnership were effective in impacting student academic achievement. 
When it was possible, the researcher attended programs that were sponsored by the 
business partner. Field notes were maintained in the process. 
Data Analysis 
In analyzing the data from this research, the researcher endeavored to see if there 
was a perceptible impact of the school/business partnership upon student academic 
achievement. By studying fieldnotes (both descriptive and reflective) and analyzing 
interviews, the researcher looked for emerging themes that illustrated if the 
school/business partnership did or did not impact student academic achievement. The 
point in gathering observational data and interview data was to see the culture of each 
school as it was demonstrated among its members, namely the faculty, students, and 
business partners. In formulating interviews, conducting observations, completing school 
walk-throughs, and taking fieldnotes, the researcher sought to ascertain if there was or 
was not a perception that the school/business partnerships influenced or impacted student 
academic achievement. 
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Each high school in this urban district receives an annual school report from the 
Research, Planning, and Accountability Department. The school report details statistical 
data on student test results. This study utilized the reports in order to gather data relative 
to student achievement on the state exit examinations and the Scholastic Aptitude Test 
(SAT). The utilization of this data was merely to see how the students from both schools 
(relative to this study) performed on the state exit examinations and SAT for the baseline 
years 1999-2002. Additionally, observation data from visiting classrooms, attending 
faculty meetings, and (when possible) attending school programs sponsored by the 
business partners were collected, utilized, and analyzed. 
Data Trustworthiness/Credibility 
This study involved participants’ interviews, which assumed that the participants 
gave credible and accurate information. Consequently, the researcher saw a need to 
establish a working relationship with the participants so that they would feel free to give 
their true and accurate responses. In fact, the participants felt the study was timely 
because of the numerous partnerships that existed in today’s schools. They were willing 
and ready to respond. Therefore, data trustworthiness was accomplished by using a peer 
debriefer who helped to keep the researcher honest by making sure that the researcher 
was keeping the data collection process straightforward. As the working relationship was 
established with the participants, the researcher made sure that the participants had the 
opportunity to review the transcribed responses. The data for this research achieved 
credibility due to triangulation. Conducting interviews, doing site visitations, making 
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field notes, and developing summary notes achieved triangulation. Nevertheless, the 
nature of a qualitative study presents limited control over participants’ truthfulness. 
Summary 
This chapter explained the methodology and procedures that were used in 
examining the perceived impact of school/business partnerships on student academic 
achievement. The research method and procedures were qualitative and were analyzed 
by studying interview notes, observation field notes, and descriptive field notes in order 
to delineate emerging themes. As part of the Data Collection Instrument, the Interview 
Guide Questions were developed and utilized in reference to the six research questions. 
Strict security and privacy were maintained throughout the interviewing and data analysis 
processes. 
CHAPTER V 
PRESENTATION AND ANALYSIS OF THE DATA 
This chapter presents an analysis of the data obtained from the Interview Guide as 
part of the Data Collection Instrument (See Appendix B). The Interview Guide was 
composed of fifteen questions that related to the six Research Questions that were a part 
of this study. The six research questions were developed to determine the perceived 
impact of school/business partnerships on student academic achievement. 
Research Questions 
1. How are business partnerships incorporated into the overall school program? 
2. What is the structure and operation of the school/business partnership within 
the school? 
3. How do the partnership’s initiatives intend to impact student academic 
achievement? 
4. What are the site administrators’ perceptions of the effectiveness of the 
partnerships? 
5. What is the faculty’s perception of the effectiveness of the partnerships? 
6. What is the staffs perception of the effectiveness of the partnerships? 
The data were collected from the two high schools that were a part of this study. 
Mainly, the data came from the two schools’ leadership teams. The leadership teams 
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were usually composed of the principal, assistant principals, magnet coordinator, 
department chairs of each core area, vocational supervisor, Senior Army Instructor of the 
Reserved Officer’s Training Corp (ROTC), media specialists, counselor(s), a teacher, and 
the athletic director. Selected individuals from both Leadership Teams, along with a 
business contact person, responded to the Interview Guide Questions. 
The six research questions for this study framed the questions that were used for 
data collection. The following relationship illustrates the relevancy of the 15 Interview 
Guide Questions to the Research Questions used in this study. 
Table 2 
Relevancy Between Interview Guide Questions and Research Questions 
Interview Guide Questions Relationship to the Research Questions 
Questions 1, 3, 4, 5, 7, 8 Question 1 
Questions 12, 13 Question 2 
Questions 2, 3, 9, 14, 15 Question 3 
Questions 6, 10, 11 Question 4 
Questions 6,10,11 Question 5 
Questions 6, 10,11 Question 6 
Table 2 illustrates the framework of this study, which was to seek responses 
relative to the business partnership’s incorporation within the school and the perceived 
impact on student academic achievement. Research questions number 1 and number 3 
were the most targeted questions since they related to the main points of this study, which 
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were the partnership’s function within the school and the impact on student academic 
achievement. However, research questions 4, 5, and 6 provided the necessary responses 
to determine if the participants perceived that student achievement was impacted. The 
point of this data relates back to the Review of the Literature in that exploring the 
structure and operation of the school/business partnership is important in analyzing the 
perceived impact on student academic achievement. 
As the data are examined and analyzed for this study, the two high schools are 
presented in the following order: An analysis of High School Y’s data comes first 
followed by High School Z. Reflections to the research questions are presented with 
supporting responses from the respondents. This is done with both high schools. 
Afterwards, Summary Notes follow. These notes tend to capsulate each respondent’s 
answers. Transcriptions of responses for both high schools (Appendixes J and K) follow 
the order of the Interview Guide questions. Question number four on the Interview 
Guide was reserved for the two high school principals. 
Reflections on Research Questions for High School Y 
1. How are business partnerships incorporated into the overall school program? 
The data from High School Y points out that the major partnership is interwoven 
very closely within the school. The partnership has a strong emphasis on improving the 
school’s SAT scores, which explains why there is a connected alliance between the 
business partner and the school’s academic school program. 
2. What is the structure and operation of the school/business partnership within 
the school? 
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The business partnership has an integral structure and operation within High 
School Y because the partnership has a business partner coordinator housed within the 
school. This individual oversees the programs and incentives between the partnership 
and the school. As noted by a respondent the partnership has a “Separate staff that works 
collaboratively with the school.” 
3. How do the partnership’s initiatives intend to impact student academic 
achievement? 
According to the respondents, the initiatives will impact student academic 
achievement by presenting incentives, PSAT and SAT review practices, and “Raising 
students’ expectations and administration’s expectations to help students to think more 
globally and creatively” as one respondent pinpointed. 
4. What are the site administrators’ perceptions of the effectiveness of the 
partnerships? 
High School Y’s principal gave this comment about the partnership’s 
effectiveness. “The partnership is effective in that students are aware of higher standards, 
prepare for the SAT and more rigorous academics.” The vocational supervisor said, “The 
partnership has been effective encouraging students academically by allowing them 
opportunities of touring work sites in different stages of construction. Therefore, the 
administrators perceived the partnerships as having a positive effect. 
5. What is the faculty’s perception of the effectiveness of the partnerships? 
The faculty’s perceptions were usually based upon how closely the faculty 
perceived the partnership was in relation to their respective departments. For example 
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the mathematics department chair perceived the partnership as “very effective.” “They 
assist the students in preparing for the SAT.” This faculty member’s positive perception 
was tied closely to the fact that the math is one main component of the SAT, and the 
partnership’s initiatives are tied to increasing the student’s SAT scores. However, the 
science department chair was reluctant to see the partnership’s full impact because the 
partnership, according to this individual, was more closely related to English and math 
teachers. 
Summary Notes for High School Y 
As the data from High School Y were examined, the researcher made summary 
notes pertaining to each respondent’s responses. After examining these responses, the 
emergent topic themes became more apparent. The one response that all respondents 
were able to give was the partnership’s length of existence within High School Y. The 
summary notes come first followed by the examination of the emergent topics that came 
from High School Y’s data. 
School Counselor - pinpointed the partnership’s specific objective; knew how the 
partnership functioned within the school; perceived that students were overall positive 
about the partnership; linked specific partnership activities to student academic 
achievement. 
Athletic Director - attached the goal of higher expectations on the part of the 
faculty and principal as a means to impact student academic achievement; although 
school-wide perceived the partnership as being “loosely attached”; believed the 
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partnership benefited certain departments or individuals; did not see the partnership as 
having an impact on student academic achievement. 
Business Partner Coordinator - gave all the vital and significant points about the 
partnership; gave a delineated list of statistical data relative to the partnership’s goals. 
Business Partner Contact - As did the Coordinator, gave complete statistical data 
and positive comments about the partnership such as “They strive to take advantage of 
the competitive scholarships offered by the partnership.” 
Principal of High School Y- knew the partnership’s specific objectives; saw the 
partnership as effective relative to student academic achievement; felt the students 
received the partnership quite well; enthused about the partnership, “There are few limits 
to what we can do.” 
Science Department Chair - knew the overall objective of the partnership; felt the 
partnership was more relevant to certain departments; believed students were interested; 
as a science instructor somewhat removed from the workings of the partnership. 
Math Department Chair - knew the partnership’s specific objectives; was 
informed as to the partnership’s incorporation within the school; felt the partnership was 
effective; viewed the partnership in a positive light. 
Teacher Representative - knew the function of the partnership within the school; 
knew the specific objectives of the partnership; saw the partnership as limited in focus to 
the top 10% students and not school-wide; felt the partnership was not student centered- 
focused more on adults; tended to see student interest as very invigorated due to 
monetary incentives; teacher involvement was evident with the partnership. 
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Vocational Supervisor - knew the objectives as they related specifically to 
vocational areas; responses related only to the partnerships of the vocational areas; saw 
student academic achievement important relative to the hands on experiences provided by 
the business partner; felt the partnership was effective; believed students had special 
feelings about the partnership and wanted to remain involved even after high school. 
Magnet Coordinator - could not tell how the partnership’s objectives related to 
student academic achievement; thought the partnerships were effective relative to student 
academic achievement due to scholarships and college admittance; clearly saw the 
partnership’s involvement with teachers; 
Media Center Specialist - related the partnership’s function within the school; 
believed the partnership served the school; believed the partnership generally addressed 
parental involvement; saw students as being receptive to partnerships that were not 
“forced” upon the students; believed students liked the mentoring program; felt student’s 
social growth was evident, which in turn enhanced student’s academic achievement. 
Topic Themes for High School Y 
The Topic Themes that are extracted from the data cover two specific areas that 
are germane to this study. These two areas relate to the partnership’s function within the 
school and the perceive impact on student academic achievement. The Topic Themes are 
listed below, and the participants’ responses are analyzed according to each topic. 
A. The Partnership’s Function Within the School 
B. Perceived Impact on Student Academic Achievement 
60 
Analysis: The Partnership’s Function Within the School 
In examining the data from High School Y for analysis, the following Interview 
Guide Questions were coded as relating to The Partnership’s Function Within the School. 
The Interview Guide Questions are listed below and are in the order as they appear in the 
Interview Guide Data Collection Instrument: 
1. What specific objectives does the business partnership propose for your 
school? 
3. How does the partnership function within your school? 
4. As the school principal, what is your function within the school/business 
partnership? 
5. How long has the partnership existed? 
7. How does the partnership address parental involvement? 
8. Does the partnership have a component for teacher involvement? 
As the data are analyzed, it is seen that within High School Y, the major 
partnership functions as a conduit to get students involved in taking the SAT in order to 
continue post-secondary pursuits. The business partner has a separate staff housed inside 
High School Y. This staff works in collaboration with the school in fulfilling the goal of 
higher SAT scores and greater student participation in higher-level courses. The data 
showed that the business partner placed monetary incentives on the increase in student 
SAT scores. Students receive one dollar for each point increase from the PSAT to the 
SAT. This incentive plan seems to suggest that High School Y and the business partner 
are actively putting tangibles in place that can readily motivate students. Although the 
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business partner’s function is school-wide, two respondents felt the function (as far as 
focusing upon increased SAT scores) was limited to select students such as the top ten 
percent. The business partner takes an active role within the school by being a part of the 
local school council and the advisory board. This tends to suggest a visible partner. 
The respondents were able to give a date of the partnership’s existence as being 
“as long as I’ve been here.” “That would be four years.” Others knew that the 
partnership had existed for at least “three years,” more than “five years,” and since 
“1993.” This suggests that whether the respondent had been at High School Y for a few 
years or more than ten years, the business partner evidently had kept a high profile since 
the respondents knew the length of the partnership’s existence. This suggests a forging 
of ideas, goals, and collaboration as well as active participation and communication 
between the school and the business partner. 
High School Y’s principal seems to be a vital key in the partnership’s function. 
This is evident in that the principal saw his responsibilities as “marketing the 
partnership,” and “talk it up in all key areas.” Furthermore, the principal maintained a 
“hands on approach to make sure the integrity is kept with the partnership’s grant.” 
These words suggest that the principal was involved with the totality of the partnership to 
make sure that monies from the grant would be used as outlined. This illustrates 
communication and involvement by key players, which the Review of Literature pointed 
out for successful school/business partnerships. 
In examining the data, the researcher revealed that the partnership’s parental 
involvement within the school was not prevalent according to the respondents. Most of 
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the respondents felt the partnership’s function within the school was “lacking” as far as 
parental involvement. However, the business partner contact, business partner 
coordinator, and the principal made mention of the Family Technology Center as 
evidence that the partnership’s function within the school allowed for parental 
involvement by establishing a place for parents to update their computer skills. The 
respondents who felt the parental involvement was lacking evidently did not see 
computer hardware as “real” involvement with parents. Consequently, these respondents 
felt the partnership was not geared towards parents and their concerns. 
The data suggest that the partnership’s function was really directed towards 
students and teachers. As one respondent said, “The major partnership is more of a 
teacher component.” Another respondent saw the faculty as a “vital cornerstone in the 
development of partnership strategies.” In responding to the partnership’s function as far 
as the teacher component, one respondent felt the partnership functioned on behalf of 
English and math teachers because they have gone away on trips (trips sponsored by the 
business partner). This comment suggests that this respondent felt slighted by the 
partnership. It seems that the partnership tends to lean towards math and English 
teachers because the SAT (the partnership’s focus) covers specifically those two 
disciplines. 
The data for High School Y illustrate the Partnership’s Function Within the 
School as one that has been in existence for a number of years and has maintained an 
active profile since the respondents were well aware of the partnership. The principal 
plays a key role in marketing and overseeing the total partnership as it collaborates with 
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the school. Respondents saw increasing students’ scores on the SAT as being the key 
objective and function of the partnership. Most respondents did not see parental 
involvement as a strong point within the partnership. A few respondents felt the Family 
Technology Resource Center was an example of illustrating a commitment to parents. 
Analysis: Perceived Impact on Student Academic Achievement 
In examining the data from High School Y, the following Interview Guide 
Questions were coded as relating to the perceived Impact on Student Academic 
Achievement. The Interview Guide Questions are listed below and are in the order as 
they appear in the Interview Guide Data Collection Instrument: 
6. What are you perceptions of the effectiveness of the partnership relative to 
student academic achievement? 
10. How do you perceive the student’s reaction to the school/business 
partnerships that are in your school? 
11. What have you sensed or heard from the students regarding the 
partnerships? 
14. Within your school, what specific business partnership sponsored activities 
or events relate to student academic achievement? 
15. Cite any specific student academic achievement that you feel attributes 
directly to any business partnership affiliation within your school. 
The data from High School Y show that the majority of the respondents perceived 
the partnership as having a positive effect on student academic achievement. Two 
respondents felt the partnership was not effective but for two different reasons. One 
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reason was that the “jury was still out.” This respondent felt that effectiveness had to be 
measured over time, and that sufficient time had not passed to see if the partnership really 
impacted student academic achievement. The other respondent perceived the partnership 
as catering to only a select group of students, mainly the top ten- percent. Thus, 
effectiveness was seen as being limited. Overall, the respondents felt that with the clear 
objectives and necessary resources, the partnership was effectively addressing student 
academic achievement. 
The data revealed that the students’ reaction to the partnerships was quite 
positive. Students, according to the data, felt someone was showing interest in them. 
This, as one respondent intimated, “sort of lifted the spirit and morale of the students.” 
Since High School Y’s business partner attached a dollar incentive to higher SAT scores, 
one respondent suggested that students’ interest is really as a result of the money 
incentive, and not the partnership’s involvement with the school. However, a majority of 
the respondents believed the business partner’s presence brought about an academic 
change in the students’ perception of school. A greater emphasis on academic 
achievement was the focus, and the money incentive came as a reward for the change in 
the students’ feelings about excelling at school. As one respondent said, “ They strive to 
take advantage of the competitive scholarships offered by the partnership.” 
The respondents from High School Y cited the end-of-the-year Honor’s Banquet 
and the tutorial assistance as partnership sponsored activities relating to student academic 
achievement. The grant that High School Y received from its major partner was limited 
to instructional, tutorial, and mentoring assistance. The monetary grant, according to the 
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Business Partner Coordinator, was not instituted to fund the securing of a hotel or 
restaurant for any type of student recognition, even the top ten-percent banquet. Since 
the major business partner sponsored this student celebration, it seems to suggest that the 
business partner is concerned about student success. It tends to show that the partnership 
will give extra “perks” to show the students, parents, and teachers that the partnership too 
celebrates the students’ success. 
The responses from High School Y seem to suggest that the partnership’s 
initiatives will impact student academic achievement through intrinsic means such as 
increasing students’ self-esteem, giving encouragement, and having higher expectations 
from the administration to help students to think more “globally” and “creatively.” After 
the intrinsic factors, the responses tend to suggest more tangible factors such as 
incentives for improving SAT scores and providing funds to develop programs to 
strengthen “weak educational skills.” 
Reflections on Research Questions for High School Z 
1. How are business partnerships incorporated into the overall school 
program? 
Within High School Z, the major partnership is incorporated within the career- 
vocational area. The partnership works in this area regarding, as the vocational 
supervisor said, “work-based experiences, job shadowing, internships, career speakers, 
etc.” 
2. What is the structure and operation of the school/business partnership 
within the school? 
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The operational and structural setup for High School Z is as an outreach source. 
The business partner contact said it functions by “going into the classroom as an outreach 
and mentoring.” The partnership was evidenced more as an outside help to the school 
rather than as an inside daily alliance with the school. However this did not make the 
partnership any less important. One respondent felt that “More partnerships need to 
become involved. There are too many companies that can make a difference.” 
3. How do the partnership’s initiatives intend to impact student academic 
achievement? 
According to the respondents, the partnership’s initiative is to carry out the 
school’s goals and objectives, which relate to student academic achievement. 
Furthermore, the partnership gave incentives and sponsored academic programs such as 
the yearly honor’s banquet. By maintaining these initiatives, student academic 
achievement was addressed. 
4. What are the site administrators’ perceptions of the effectiveness 
of the partnerships? 
High School Z’s principal believed the most effective element of the partnership 
was student mentoring. 
5. What is the faculty’s perception of the effectiveness of the partnerships? 
As the principal perceived mentoring as the most effective element of the 
partnership, faculty members too believed that mentoring was most effective. These 
respondents readily highlighted mentoring in their responses. Some responses were: 
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“The mentoring will help student attendance.” “They can make a difference with the 
mentoring programs”; “Mentoring programs serve this need most effectively.” 
Summary Notes for High School Z 
Vocational Supervisor - knew the breath and depth of the partnerships since this 
individual had been at High School Z for more than fifteen years; felt the students were 
positive about the partnership; linked the partnerships to the high school reform model. 
Business Partner Contact - clearly established the purpose of the partnership as 
an outreach; granted that the partnership had little to no parental involvement, but the 
partnership was active in reaching the general public; knew that the students had bonded 
by the nick name they gave her, “flashlight lady”; seem to be proud of the Choice class 
that she taught at High School Z. 
Social Studies Department Chair - knew the partnership’s objectives; saw the 
objectives as having dual roles, trade and profession; thought some programs were 
established for at-risk students; tended to see the partnership as a vocational function not 
an academic one; informed about a future partnership that would relate to academic 
areas; saw the partnership as not involving parents; believed partnership was limited to 
some students but not serving the entire student body. 
Principal of High School Z - saw the principal’s function as the key individual 
that sought “quality” partnerships; total involvement in the partnership process; believed 
mentoring served students’ need best; felt students’ reactions were based upon the 
physical present of the business partnership within the school. 
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Language Arts Department Chair - saw the partnership’s objective relating 
specifically to mentoring and tutoring; believed the mentoring piece would impact 
student attendance, which in turn would impact student academic achievement because 
students would come to school for a purpose; believed the main partnership met more 
regularly with school officials and was more organized; felt student interest in the 
partnership related to the partnership’s exposure to the students. 
Math Department Chair - hoped that the partnership exposure would impact 
student academic achievement; believed the partnership must assist the school in carry 
out the school’s goals and objectives; felt more partnerships needed to become involved; 
saw mentoring as a great need; believed the partnership influenced teachers to broaden 
their instructional program; believed a few students understood the partnership’s purpose 
within the school; saw the partnership as providing service as well as money and human 
assistance. 
Topic Themes for High School Z 
A. The Partnership’s Function Within the School 
B. Perceived Impact on Student Academic Achievement 
Analysis: The Partnership’s Function Within the School 
In analyzing the data from High School Z, the following Interview Guide 
Questions were coded as relating to The Partnership’s Function Within the School. The 
Interview Guide Questions are listed below and are in the order as they appear in the 
Interview Guide Data Collection Instrument: 
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1. What specific objectives does the partnership propose for your 
school? 
2. How does the partnership function within your school? 
3. As the school principal, what is your function within the school/business 
partnership? 
4. How long has the partnership existed? 
7. How does the partnership address parental involvement? 
8. Does the partnership have a component for teacher involvement? 
As the data are analyzed, High School Z’s partnership’s objectives seem to have a 
more career/vocational focus. The objectives seem to be to providing work-based 
experiences for the students. The Business Partner Contact related, “We help to inform 
students of the various positions to becoming employed with the partnership.” 
Another respondent said the partnership’s objectives cover two roles, “trade and 
profession.” This seems to suggest that the partnership’s objectives have a career focus 
rather than the traditional academic focus. For this study, academic achievement is 
defined as the percentage of students who score 500 or higher on the Georgia High 
School Graduation Tests (in all five areas) as well as the percentage of students that have 
a combined verbal and math score of 850 or higher on the SAT. Thus, the emphasis with 
High School Y’s partnership seems to address traditional academics as an aside. 
Within High School Y, the partnership functions as an outreach support for 
career-based programs. A respondent said, “They (the partnerships) basically function 
through the vocational department. I don’t see the partnership in the academic areas.” 
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The main business partner that functioned as an outreach support has been a business 
partner with High School Y for over fifteen years. This suggests that the business partner 
has served students’ needs albeit not in the traditional academic fashion. 
The principal’s main function with regard to the partnerships is to “seek out 
quality partnerships.” Once the principal has garnered “quality” partnerships, the 
principal has to be involved with the process to benefit the students. The benefit to 
students seems to suggest mentoring as mentioned by some respondents. 
The partnership’s parental component seems to be somewhat limited. The data 
relate that most parental involvement centered on parents chaperoning field trips. One 
respondents pointed out that parents are involved on “special projects.” However, the 
business partner did not necessarily sponsor these projects. 
In examining the data for High School Z, The Partnership’s Function Within the 
School tends to show an established partnership that is more closely involved with the 
vocational/career aspects of the school. The objectives tend to relate to areas of career 
awareness and job exploration. The partnership’s objectives do not seem to address 
specifically student academic areas such as English, mathematics, science, and social 
studies. Parental involvement is not fully addressed by the partnership, and teacher 
involvement relates to career emphasis that the teachers may receive from the business 
partner contact. 
Analysis: Perceived Impact on Student Academic Achievement 
To analyze the data from High School Z, the following Interview Guide 
Questions were coded as relating to the Perceived Impact on Student Academic 
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Achievement. The Interview Guide Questions are listed below and are in the order as 
they appear in the Interview Guide Data Collection Instrument: 
5. What are your perceptions of the effectiveness of the partnership 
relative to student academic achievement? 
10. How do you perceive the students’ reaction to the school/business 
partnerships that are in your school? 
11. What have you sensed or heard from the students regarding the 
partnerships? 
14. Within your school, what specific business partnership sponsored 
activities or events relate to student academic achievement? 
15. Cite any specific student academic achievement that you feel can be 
attributed directly to any business partnership affiliation within your 
school. 
The data from High School Z seem to reveal that the respondents perceived the 
partnership’s effect on student academic achievement to be somewhat effective or little 
effective. One respondent said, ‘It doesn’t seem to affect the total school population.” In 
relation to academic achievement, some respondents believe the partnerships’ mentoring 
component will have a greater impact on student academic achievement more so than 
pure academic programs that the school and partnership might initiate. It seems that if 
the students become aligned with a strong mentor, the students work harder. More 
diligence towards academic work probably will increase academic outcomes. 
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High School Z’s data showed that the students generally were positive towards 
the partnerships that were physically present in the school. The business partner contact 
that was interviewed said that the students gave her a nickname, “flashlight lady” because 
she was often visible in the school. This business partner would often give the students 
flashlights as souvenirs; consequently, she became known as the “flashlight lady.” This 
example suggests that students become positively involved when they see continuous 
involvement from others. As a respondent said, “Students are receptive to anyone who 
shows interest in them.” 
The partnership’s sponsored academic related activity was the year-end top ten 
percent Honors Banquet. The respondents felt this sponsored activity was worthwhile to 
the students because it focused on the academic aspects of the school. 
Summary 
This research was based on the responses gathered from interviewing selected 
Leadership Team members of two urban high schools. The focus of this qualitative study 
was to sense how the Leadership Team members perceived the school/business 
partnerships’ impact on student academic achievement. The Data Collection Instrument 
was based on fifteen questions that constituted the Interview Guide used in this study to 
collect data. Between the two schools, seventeen individuals were interviewed. The raw 
data collected from the seventeen individuals representing the two urban high schools 
give the reader the opportunity to sense what these individuals perceived and ultimately 
felt about the effectiveness of the partnerships that are aligned with their respective 
schools. 
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After the participants were interviewed, the data were transcribed using the 
participants’ captured words. After studying the participants’ words, the researcher 
developed descriptive summary notes to capsulate the participants’ ideas, feelings, and 
perceptions about their school’s school/business partnerships. 
The collected data were analyzed based upon two specific topics, The 
Partnership’s Function Within the School and the Perceived Impact on Student Academic 
Achievement. These two topics were the driving force behind this study. As the raw data 
were sifted through, specific questions from the Interview Guide were coded that 
corresponded with the responses relative to the two pertinent topics mentioned above. 
As Chapter V closes, it is important to know that the participants used in this 
study were the leaders of their respective schools. Therefore, if the leaders’ perceptions 
of the partnerships’ impact on student academic achievement were not seen in a positive 
light, questions may arise about the alliance. If the leaders do not perceive the 
partnerships as positively affecting student academic achievement, the alliance is not 
truly authentic. For in the end, the school/business alliance is one between the school and 
the business partner- a two-way alliance with shared aspirations as well as shared 
responsibilities. 
CHAPTER VI 
FINDINGS, CONCLUSIONS, IMPLICATIONS, AND RECOMMENDATIONS 
Summary of Findings 
This chapter presents the findings, conclusions, implications, and 
recommendations that will help to bring this study into a greater light. The data produced 
several key findings that became evident from the analysis. 
1. School/business partnerships seem to be restricted to a minority of the 
students either by academic average (top 10%) or by career/vocational career 
choices. 
2. Although partnerships are set up as school-wide ventures, a minority student 
population of the total school is truly affected by the partnerships. 
3. The visibility of a business partner creates more student interest or 
knowledge of the business partner. 
4. Parental involvement with the partnerships is minimal. 
5. Teacher involvement tends to relate to the language arts and mathematics 
academic areas or the career/vocational area. 
6. High School Y puts forth the notion that one intangible, creating higher 
expectations, will bring about more emphasis on students becoming more 
focused on their academic lessons. 
7. Tangible rewards or incentives are promoted. 
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8. For High School Z, mentoring that related to career awareness was 
emphasized. 
9. The partnership’s impact on academic achievement for High School Y seems 
to be based on rewards and incentives. 
10. The partnership’s impact on academic achievement for High School Z seems 
to be based on mentoring and career awareness. 
The findings related to the six research questions that were a part of this study. 
The research questions garnered raw data from the Interview Guide that highlighted two 
key topics, the partnership’s function within the school and the perceived impact on 
student academic achievement. 
Conclusions 
The findings from this study illustrated pertinent implication practices and policy 
relating to the initiation of school/business partnerships, their incorporation within the 
school, and the school leaders’ perceptions of the quality of the impact on student 
academic achievement. The conclusions drawn from this study were derived from the 
findings of this study. 
When a business initiates a partnership with a school, it is concluded that the 
business partner must work with the school as outlined by the district’s Partners in 
Education Plan. This plan should address the academic needs of all students. However, 
one finding showed that the respondents felt their partnership was “very loosely 
attached.” This finding concluded that the respondent saw the partnership as catering to a 
minority of the student body. If the emphasis is on increasing the number of students 
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taking the SAT in order to enhance post secondary options, this cadre of students may be 
a minority of students, especially in an urban school district. The question is then asked, 
what happens to the other students who are not being groomed for the SAT? This is the 
point addressed by another respondent who said, . .it only deals with the top ten percent. 
It doesn’t deal with the entire student body.” This statement concluded that the 
partnership seems to be restricted to a select group of students. These conclusions were 
drawn based upon the findings from High School Y. However, on the other hand, the 
same conclusion was drawn for High School Z, but from a different point. At High 
School Z, the partnership functioned more visibly in the vocational department. As a 
respondent remarked, “I don’t see the partnership in the academic areas.” Again, the 
drawn conclusion was that the partnership catered to a select group of students, not the 
entire student body. 
The students’ familiarity with a business partner is based upon the partner’s 
visibility within the school. This conclusion was based on the finding that the students 
were aware of the partnership if the business partner were physically present as in the 
case of the business partner who was given a nickname by the students. 
Another conclusion drawn from this study was that rewards and incentives 
influenced students to focus on their lessons in order to meet specified goals. This 
conclusion was based on the data that related how students sought after the following: 
summer jobs from the partnerships; academic based scholarships that were attached to a 
certain SAT score; the dollar-to-point increase from the PSAT score to the SAT score; 
and mentoring programs that would give the students a chance of an internship. 
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Another important conclusion drawn from the findings was that partnerships did 
not fully address parental or across-discipline teacher involvement. The data suggested 
that the partnerships had parents to act as chaperones for field trips or sponsored teachers 
in attending workshops. Furthermore, having a place on the school’s leadership team did 
not equate with having familiarity with the operation and function of the partnership. 
This conclusion is drawn from the social studies department chair, who felt the 
partnerships did not address his discipline fully enough. Thus, the involvement with the 
functioning of the partnership was minimal for parents as well as teachers. 
Implications 
The findings and conclusions of this research study established the following 
implications relative to practices and policy in initiating school/business partnerships, 
their incorporation within the school, and the school leaders’ perceptions of the quality of 
the impact on student academic achievement: 
1. The data from this research study encourage school districts to have a 
viable policy that stipulates how a business forges a partnership with a 
school so that the partnership is not loosely attached. 
2. The data from this research study acknowledge that after the initiation 
of school/business partnership, there must be agreed upon practices 
that the school and business must adhere to that would impact the 
academic achievement of all the students in the school if the purpose is 
to address student academic achievement. 
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3. This research pinpoints the importance of all school leaders in the 
involvement of the partnership. 
4. This study details how school leaders’ perceptions of the partnership 
hinge upon their buy-in, which impacts their feelings of ownership 
towards the established goals and objectives. 
Recommendations 
The essential point of this research was to discover the perceived impact of 
school/business partnerships on student academic achievement. In order to validate this 
research, the findings, conclusions, and implications lead to the recommendations that 
could be used to enhance student learning. The following recommendation are presented: 
1. Reevaluate the focus of all school/business partnerships so that no 
student sub-group will be excluded from the partnership’s impact due 
to the No Child Left Behind law. 
2. Extend partnership resources (human, material, and monetary) to all 
students and not a select few. 
3. Update, periodically, all stakeholders (teachers, parents, students, and 
school leaders) about the school/business partnerships’ goals and 
objectives. 
4. Monitor the implementation of the goals and objectives and the impact 
that they have on student academic achievement. 
5. Ensure that the entire Leadership Team is a part of the planning and 
implementation process when a partnership between the school and 
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business is initiated. The entire Leadership Team along with the 
business partner should determine school needs and accommodations 
that the partnership can provide. 
6. Further research is needed that illustrates a parental involvement 
component relative to school/business partnerships. 
Summary 
This research study endeavored to illuminate the responses and perceptions from 
the Leadership Teams of two high schools. Ten findings emerged that were derived from 
the raw data that the participants provided. These findings addressed the six research 
questions that formed the framework of this study. The conclusions derived from the 
findings reasoned that business partners work in harmony with the school on the district’s 
Partners in Education Plan; that partnerships become more inclusive on behalf of all 
students; that students’ familiarity with a partner is based on visibility; that rewards and 
incentives influence students’ focus on learning; and that involvement by all stakeholders 
was minimal. 
The implications relate to the district’s policy and process in the way businesses 
forge partnerships with schools as well as the practices that impact student academic 
achievement. Additionally, the implications addressed the importance in having school 
leaders’ involvement with the partnership. 
The recommendations were made based on the findings and conclusions. The 
recommendations can assist the ten high schools within this urban school district as they 
seek and establish partnerships. 
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As schools seek ways to enhance the academic achievement of their students, 
school/business partnership is seen as an alliance that the schools can exploit to meet this 
goal. That is why it is paramount that as schools seek partnerships, the school leaders 
remain vigilant in seeking the right partnership, not just a popular partnership or one used 
for window dressing. The main focus must remain on student academic achievement, 
which requires the input of all stakeholders. This is the necessity of any school/business 
partnership- how it can impact student academic achievement. For in the final analysis, 
as the students succeed in meeting the new academic challenges, the society becomes 
more secure, and the people are better able to have a continued hope for the future for the 
world. 
APPENDIX A 
Partners for Education - Action Plan 
The District’s Partners for Education 
Partnership Action Plan 2003-2004 
School Information (to be completed by school staff) 
School:  
Principal:  
Partnership Coordinator:  
Address:  
Phone:  Fax:  
Email:  
Number of Students: Grade Levels: 
District’s Four Critical Areas for Improvement 
• Improve students’ reading/language arts/writing performance 
• Improve students’ mathematics performance 
• Increase students’ enrollment in higher-level classes beginning in middle school 
• Improve students’ attendance 
School’s overall partnership Goals (based on measurements recorded 6/03) 
• Improve students’ reading/language arts/writing performance by CRT points 
• Improve students’ math performance by CRT points 
• Increase students’ enrollment in higher-level classes, beginning in middle school 
as measured by  
• Improve students’ attendance - decrease absenteeism by % 
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APPENDIX B 
Data Collection Instrument - Interview Guide Questions 
1. What specific objectives does the business partnership propose for your school? 
2. How do the objectives intend to impact student academic achievement? 
3. How does the partnership function within your school? 
4. As the school principal, what is your function within the school/business 
partnership? 
5. How long has the partnership existed? 
6. What are your perceptions of the effectiveness of the partnership relative to 
student academic achievement? 
7. How does the partnership address parental involvement? 
8. Does the partnership have a component for teacher involvement? 
9. Is the business partnership within your school student centered? 
10. How do you perceive the students’ reaction to the school/business partnerships 
that are in your school? 
11. What have you sensed or heard from the students regarding the partnerships? 
12. What is the form of the partnership’s resources - human, material, monetary? 
13. If the partnership involves a monetary component, how does the monetary 
component enhance student academic achievement? 
14. Within your school, what specific business partnership-sponsored activities or 
events relate to student academic achievement? 
15. Cite any specific student academic achievement that you feel can be attributed 
directly to any business partnership affiliation within your school. 
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APPENDIX C 
Letter to High School Principal 
Dear : 
I am a doctoral student at Clark Atlanta University in Atlanta, Georgia. My proposed 
dissertation is The Perceived Impact of School/Business Partnerships on Student 
Academic Achievement. 
In order for me to complete my research, it is essential that interview data be gathered 
from you, the principal. This data will form the basis of my research. The interview 
process will be done at your school site at a time that is most convenient for you. 
It is hoped that the findings from this study will benefit your school system as each 
school develops and/or evaluates its school/business partnership, which positively 
impacts student academic achievement. If you have any questions, please feel to contact 
me. I gratefully thank you for your support in granting me the opportunity to interview 





Letter to the Members of the High School’s Leadership Team 
Dear : 
I am a doctoral student at Clark Atlanta University in Atlanta, Georgia. My proposed 
dissertation is The Perceived Impact of School/Business Partnerships on Student 
Academic Achievement. 
In order for me to complete my research, it is essential that interview data be gathered. 
This data will form the basis of my research. The interview process will be done at your 
school at a time that is most convenient for you. 
It is hoped that the findings from this study will benefit your school system as each 
school develops and/or evaluates its school/business partnership, which positively 
impacts student academic achievement. If you have any questions, please feel free to 
contact me. I gratefully thank you for your support in granting me the opportunity to 





Letter to High School Business Partner 
Dear : 
I am a doctoral student at Clark Atlanta University in Atlanta, Georgia. My proposed 
dissertation is The Perceived Impact of School/business Partnerships on Student 
Academic Achievement. 
In order for me to complete my research, it is essential that interview data be gathered 
from the respective business partner that is in alliance with the high school that is a part 
of this study. The interview process may be done at your work site or at the high school 
where the partnership exists. 
It is hoped that the findings from this study will benefit your school system as each 
school develops school/business partnerships that positively impact student academic 
achievement. I gratefully thank you for your support in granting me the opportunity to 
interview you as part of this dissertation study. If you have any questions please feel free 





Georgia High School Graduation Test 
Passing Percentage of First Time Test Takers 1999-2002 




Language Arts (English) 92 95 
Math 87 92 
Social Studies 80 85 
Science 52 73 




Language Arts (English) 91 94 
Math 80 91 
Social Studies 70 80 
Science 42 68 




Language Arts (English) 92 95 
Math 87 92 
Social Studies 80 85 
Science 52 73 
Writing 83 91 
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APPENDIX G 
Georgia High School Graduation Test 
Passing Percentage of First Time Test Takers 1999-2002 




Language Arts (English) 94 95 
Math 88 92 
Social Studies 80 85 
Science 77 73 




Language Arts (English) 83 94 
Math 83 91 
Social Studies 61 80 
Science 51 68 




Language Arts (English) 84 95 
Math 71 91 
Social Studies 66 82 
Science 60 72 
Writing 80 87 
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APPENDIX H 
Scholastic Aptitude Test (SAT) 
Average Verbal and Math Scores 1999-2002 
High School Y 
SCHOOL STATE 
Year Verbal Math Verbal Math 
1999-2000 391 395 493 491 
2000-2001 409 410 496 496 
2001 -2002 405 418 486 489 
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APPENDIX I 
Scholastic Aptitude Test (SAT) 
Average Verbal and Math Scores 1999-2002 






1999-2000 399 435 493 491 
2000-2001 378 422 496 496 
2001 -2002 364 404 486 489 
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APPENDIX J 
Transcription of Responses from High School Y 
School Counselor 
1. One specific objective is to increase the number of students who go to college in 
order to expose students to an environment that’s different. 
2. To raise academic achievement of students. 
3. Separate staff that works collaboratively with the school. 
4. Exempt 
5. Not sure, but a number of years. 
6. I think it has a lot of promise. It’s effective now but more so in the future. Goals 
are attainable; objectives are clear. Resources are both financial and personal to 
reach goals. 
7. Not really sure - Personnel makes contact with parents. 
8. Collaboration gives credence to teacher involvement with teacher by going into the 
classroom. 
9. I think it is. Accountability component to collect data shows what students have 
done. 
10. Students are positive about the partnership. It (the partnership) sort of lifted the 
spirit and morale of the students. This goes beyond finances. Students see others 
willing to help. 
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Appendix J (continued) 
11. The partnership (Interviewee cites a specific partnership.) gave a lot of money. 
Parents have asked how can I get money for my child. Students are interested and 
express their interest. 
12. All of them. 
13. Money is handed out as a reward for accomplishments, student attendance - both 
enhance academic achievement. 
14. The raising of the PSAT vs. SAT scores - where students are paid for the point 
gained difference; supplies/materials are given to help students with their academic 
classes; human element of visiting home; all of these help academics. 
15. Human resources from the partnership (specific partnership named) that helped 
students to navigate the web to find schools, college applications in turn helped 
students’ academics. 
Athletic Director 
1. Two answers: (a) Name association with a particular school and (b) reaching 
specific targets more so than just having a name association. 
2. Raising students’ expectations and administration’s expectations to help students to 
think more globally and creatively. 
3. Although the structure is school-wide, it is attached to the school very loosely. The 
benefits are provided more by departments or individuals. 
4. Exempt 
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Appendix J (continued) 
5. The major business partner has existed at least three years; however, the more 
general partnerships have operated for four years. 
6. The ‘jury is still out.’ Nothing is standing out very clearly. More time is needed to 
make judgment. 
7. This is a lacking component of the partnerships. {In this case, the respondent was 
referring to the major partnership.) 
8. The major partnership is more of a teacher component. The expectation is to 
motivate the students and teachers to meet the standards. 
9. Effort was made with the major partnership to market the students to get their buy- 
in. The general partnerships are to have more of an indirect effect upon students. 
10. For the general partnerships, the students love them: they {the students) respond 
favorably. For the major partnership, a small percentage of students has bought in. 
The specific population, the major group (about seventy-five percent) has not 
bought into the specific partnership. 
11. Little is sensed from the middle group school population regarding the major 
partnership. However, the students are always asking about when they {the general 
partnerships) are coming back. The students want to know if they can get summer 
jobs from the general partnerships. 
12. The general partnerships provide a combination of all three types of resources. The 
specific partnership is more financial. 
13. Not sure, this is a gray area. 
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Appendix J (continued) 
14. The general partnership provides free tutorial specifically for student athletes and 
part-time work that enhance academics. 
15. One particular local community partnership provided S.A.T. (Scholastic Aptitude 
Test) preparation, which helped a student soar to over 1100 on the S.A.T. 
Business Partner Coordinator 
1. The specific objectives of partnership B are as follows: 
(a) Increase % of graduates who pursue post secondary education to 70% by 2007 
(b) Increase % of 9th and 10th graders with a minimum 2.75 GPA to 52% by 2007 
(c) Increase % of students (overall number) with a GPA at or above 3.0 to 40% 
by 2007 
(d) Increase the number of juniors and seniors enrolled in, and who satisfactorily 
complete, a college prep program of study. The goal is to evidence an 
increase participation and completion rate from 54% in 2001 to 70% in 2007. 
2. The quantifiable aspect of the impact our program initiatives will have on students 
is defined above. Additional benefits include: improved attendance; improved self¬ 
esteem; increased the number of students who score in the 1000 range on the PS AT 
Preliminary Scholastic Aptitude Test to 25% by 2007. 
3. The partnership’s activities are led by a full- time program coordinator whose office 
is located at the school. There are a number of programs that are pursued in 
conjunction with the school faculty and staff. These programs include mentoring, 
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Appendix J (continued) 
tutoring, SAT preparation, a technology resource center for enhancing computer 
skills, and orientation workshops for incoming freshman. In addition, there is a 
program, which focused on improving academic preparedness of 7th and 8th graders 
who come from the feeder schools. 
4. Exempt 
5. Since 1992 
6. One of the partnership values of the school/business partnership is accountability. 
There has been measurable success with respect to the following: higher SAT 
scores; higher percentage of graduates attending post secondary institutions; 
improved attendance; higher scores on the state exit exams; higher percentage of 
students on the honor roll (3.0 or better Grade Pont Average); exposure to post 
secondary schools, business and professional occupations. 
7. The partnership activities strongly encourage parent participation. Parents are 
invited to attend mentoring workshops and other group activities involving the 
partnership volunteers and students. The Family Technology Resource center was 
established with its primary goal being to offer a comfortable setting for the 
school’s parents to be educated on computer skills thus enhancing their job 
qualifications and earning potential. 
8. The school’s faculty is a vital cornerstone in the development of partnership 
strategies geared to help students with their academic achievement. The teachers 
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Appendix J (continued) 
provide the academic platform upon which volunteers, both tutors and mentors, 
try to build. 
9. Everything we do with respect to the school/business partnership is student 
centered. Thoughtful planning is done to insure that we develop programs and 
strategies that will help students...academically and otherwise. 
10. The students have reacted very favorably to the programs we have implemented and 
the impact they have had on the overall academic and social climate at the school. 
There is a high level of recognition of the partnership amongst the student body. 
11. The students seem to be very engaged in what we are doing. There is a high level 
of excitement that surrounds the partnership activities. Students don’t want to feel 
left out. There seems to be a momentum, which we hope will continue to grow. 
12. The partnership has provided financial and volunteer support in addition to donated 
equipment such as computers and monitors. 
13. The financial investment that the partnership has committed serves many purposes. 
Partnership financial support pays for a multitude of resources and materials, field 
trips, job shadowing, workshops, etc. 
14. All the aforementioned programs are directly related to student academic 
achievement. 
15. A recent graduate spent two years in the school/business partnership’s mentoring 
program before scoring over 1450 on the SAT and qualified for an Ivy League 
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Appendix J (continued) 
school; and four members of the class of 2003, who attended the SAT prep class, 
scored in excess of 1000 on the SAT and earned $2,500 scholarships. 
Business Partner Contact 
1. With regard to the X dollar amount of the grant, the specific objectives of the B 
partnership propose to double the amount of the High School Y students entering 
post secondary education by 2007. 
2. The objective will impact student academic achievement by providing funds to 
develop programs to strengthen weak education skills. Reading, math, English, 
writing skills, just to name a few, are below national averages. The testing scores in 
such core subjects are also low and must be increased to give students a chance to 
enter competitive institutions. 
3. The function of the partnership assists students by providing volunteer mentors and 
job shadowing opportunities. The partnership foundation grant affords the school to 
have a dedicated program coordinator located on the school grounds. This offers 
critical oversight, interaction with teachers assisting with the program, and 
immediate feedback. 
4. Exempt 
5. The partnership has been in existence since 1993. 
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Appendix J (continued) 
6. Thus far, the partnership augments the mission of public education. Students who 
have mentors and take part in the partnership programs are made to feel special. 
Thus, this motivates students to perform better in the classroom. 
7. The partnership is dedicated to parental involvement as well as parental success. 
The partnership grant funds the Family Resource Technology Center that offers free 
classes to parents to secure a GED or to develop needed computer skills for a better 
job opportunity. Also, the partnership is concerned that parents are not more 
involved with their children. It, too, searches for that brilliant idea to have more 
parents involved. 
8. Yes, it does. Funds are provided for staff development to take advantage of College 
Board training in Advanced Placement and college preparatory courses fee. The 
partnership grant has a teacher development component as well. 
9. Yes, it is student centered. 
10. For those who take part in the partnership program, they are impressed when going 
on job shadowing trips, and such. They strive to take advantage of the competitive 
scholarships offered by the partnership. This is all done in the interest of the 
student, first. 
11. They are pleased to have an opportunity to obtain scholarships, recognition, and 
funding to get them into college. 
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Appendix J (continued) 
12. The partnership has evolved into many forms; financial, human resources, 
mentoring, and sponsoring the first ever off campus 10% awards ceremony just to 
name a few. 
13. The monetary component allows freedom to acquire resources, pay teacher stipends, 
etc. to fulfill the partnership’s goals. 
14. SAT dollar-per-point Olympics, $2500 scholarship for the top 4 SAT scores, 
Saturday and after school prep sessions, perfect attendance program. 
15. None that stand out as all work in tandem with the mission of public schools. 
Principal of High School Y 
1. To increase the number of students who are going to college. Take a group of ninth 
graders - 70% will attend college or post secondary school. 
2. Making students college ready. To improve academic readiness. 
3. We have a director for the partnership project who works with the counselor’s office 
to enhance the goals. The director is hired by the school but is financed by the 
partnership. 
4. Marketing the partnership ... talk it up in all key areas ... oversee all the parts of the 
partnership ... hands on approach to make sure the integrity is kept with the 
partnership’s grant. 
5. The partnership has existed for ten years. 
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Appendix J (continued) 
6. The partnership is effective in that students are aware of higher standards, prepare 
for the SAT, and more rigorous academics. 
7. Absolutely, parents are included in the “success process” for the school. The 
partnership finances the Family Technology Resource Center. Parents come in to 
learn technology. 
8. There are teacher incentives. The partnership sponsored last year’s school opening 
(off-campus activity). The partnership sends teachers to workshops. 
9. Absolutely, mentoring programs, field trips SAT program. Everything trickles 
down to the students. 
10. The students received the partnerships very well. Students work in a partnership- 
sponsored activity that’s housed at the school; with another partnership, students 
take bimonthly field trips to that business’s work site. 
11. Students are involved. They think the partnership should cover all facets of the 
school. Students will say we need xyz. Isn’t that’s what the partnership is for? The 
students sense that the partnership should cover all aspects of the students' needs, 
etc. 
12. All of these, monetary, human (mentors), material (additional computers, etc.). 
13. Tuition for students who go on to college, educational supplies, incentives, 
software... “There are few limits to what we can do.” 
14. The honor’s banquet to name one that highlighted student academic achievement. 
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15. All that our students do to improve their academics is as result of the partnerships. 
Also, improving teachers through staff development helps to improve our students. 
The business partners have attributed to this. 
Science Department Chair 
1. The objective generally is to increase the number of students who are going to 
college. This is the overall function of the objective. 
2. That, I’m not sure of, but T m only certain of how it encourages our students on the 
SAT. 
3. As far as the SAT part is concerned, students will be taking SAT and are receiving 
tutorial assistance for the GGT (the state’s exit exam). They take a practice exam 
that compares with their first test. On that basis the students will receive a monetary 
reward based upon the increase they have. I’m not sure what it will be doing on the 
ninth, tenth, and eleventh grades. 
4. Exempt 
5. I’m not sure but at least five years. 
6. I do feel that the students who have the largest amount of money have really 
benefited from the program in that their SAT scores are increased and their 
likelihood of attending college also is enhanced because the students personally feel 
they have increased their learning. 
7. I’m unsure. 
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8. It does as far as English teachers and math teachers are concerned. They have gone 
away on trips. Some people in computer and information technology have gone 
away on trips. But, I’m really unsure what it exactly does. 
9. Yes. 
10. As far as the partnership, the students are highly motivated; they are very 
interested. They learned about organizational skills, and how businesses work. As 
far as the reaction to the partnership’s scholarship incentives, they appear to be 
highly motivated in receiving one and how much they won. The ones who won one 
were very proud, especially the ones with the largest amount. 
11. The students in the partnership, have felt the most involvement with this 
partnership because they received actual pieces of paper or forms that a bank will 
use. I’m certainly not aware what they feel about . {Another partnership is 
cited.) As far as the dinner was concerned (activity sponsored by one of the 
business partners), the students and parents were very appreciative for being 
honored for their academic awards. This is the first year that I have felt and heard 
parents who were concerned about their children being honored. This was the top 
ten percent dinner that was held off-campus. 
12.  partnership was human. Its resources were materials. There was no monetary 
resource. It supplied them with information for growth. As far as (another 
partnership) they are human because it paid college students to come over to tutor. 
Human/monetary, we have a person from the partnership in the building to 
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administer the partnership’s funds. We have another human Mrs. X along with a 
counselor for the program. They have begun to select targeted students in the ninth, 
tenth, eleventh, and twelfth grades who will go on to college. So all the resources 
are available here now that I’m seeing this year. 
13. We have a person from the partnership in the building who administers the 
funds. 
14. The Top Ten Percent and the Award Ceremony as well as the individual high SAT 
awards, and they also give awards for students who have achieved in all the core 
disciplines and other disciplines also. I’m certain there are other things going on 
individually, but I’m not certain what they are. 
15. Other than the SAT actual score that the child achieves, there is a reward situation 
for overall student achievement for selected groups of children, i.e. the top ten 
percent, i.e. honor students, but the direct hands-on relationship is with  
{Respondent names another specific partnership.) because those children learn 
business skills, specific skills that directly relates to their achievement. Science is 
not involved in the partnership SAT program, I do feel that I’m not aware or 
involved in what goes on with the students; therefore some of my answers may seem 
incomplete because I don’t know and I’m not informed. 
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Mathematics Department Chair 
1. For High School Y, we have just received an X dollar grant from the partnership. 
The purpose of that is to increase the number of students going to college. 
2. It has a direct impact on student academic achievement in that the students are 
encouraged to take higher- level courses. They are encouraged and assisted in 
taking the SAT. 
3. Within our school, we have a local school council, and there is a person from  
0One business partner is named) that sits on the local school council, and he has 
some input into programs and other things we are developing, mentoring programs. 
4. Exempt 
5. Well, it has existed as long as I’ve been here. That would be four years. 
6. I think it’s very effective. Again, they assist the students in preparing for the SAT, 
providing fee waivers, for those students who can’t afford to pay the fee. They 
assist us in mentoring our students. They provide summer internship. 
7. Yes, I think it does. I’m not sure how much, but I know it does. Because if I’m not 
mistaken, this year there was a parental meeting that dealt with financial aid. 
8. Oh, yes it does. Right now we are in the process of vertical alignment with our 
middle school. We have our high school teacher pair-up with our middle school 
teacher so that we can align our curriculum. 
9. Yes, it is. Again, as I said, the emphasis is on helping the student to get into college, 
and in order to do that they need to be real prepared academically. 
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10. Oh, I think the students really love it. They respect the people from (name of 
partnership) because {name of partnership) has shown time after time that they 
are very concerned about out students. 
11. The students like the partnership. The students feel that they are benefiting from 
the partnership. Just recently we had the Top Ten Percent Honors Banquet, and that 
was paid for entirely by the partnership. They enjoyed it (the banquet). They loved 
the fact that they were away form High School Y at a banquet. They were proud 
that they could invite their parents. 
12. Both. The partnership provided human volunteers for the Hands-on America Day. 
We have money for SAT banquets, etc. 
13. Not sure. 
14. Again, SAT preparation, the Honor’s Banquet. 
15. Okay, I think this year we saw an increase in the number of students who scored a 
thousand or better on the SAT. Well, the mentoring of students because they work 
with them. 
Teacher Representative of the Leadership Team 
1. The partnership is interested in getting more students to attend college. 
2. They want to give the kids more incentives to participate in taking the SAT and 
higher level classes, so that more of them will attend college or post secondary 
education. 
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3. What I know of is partnership offers incentives like they give a dollar for 
each point increase on the SAT. The partnership has other programs where 
students go to the middle school and tutor other students. High school teachers and 
middle school teachers work together to bridge the gap in the basic core content. 
4. Exempt 
5. As far as I know it has to be a little bit more than four years since I have been here 
for four years. 
6. To me, it only deals with the top ten percent. It doesn’t deal with the entire student 
population. I think that Mr. and Ms. have come along. Tve seen where 
Ms. works with all of the students as far as getting them registered for college 
getting them registered for the SAT as well as sending off college applications. 
But, to me, it only works with the same students all the time. It doesn’t cover the 
entire student body. 
7. I think there is, but I’m really not sure. 
8. I know one of the teachers is the computer trainer for parents who want to update 
their skills. I can’t think of the name. So, parents have some input into their 
program. 
9. I don’t think it is. Well, no let me do this. The objective for students is. But, as far 
as truly really working with people, it seems like they work with more adults than 
actual students. 
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10. I think they like the money. I mean to be honest with you, the majority of students 
who have any contact with the business partner is because they are trying to win the 
2,500-dollar scholarship for the highest SAT score, or they are trying to get money 
for the point increase on the SAT score. 
11. Not much. Several students have asked me about the dollar grant that the 
partnership gave to the school. I’ve tried to explain that to them. I had one student 
who participated in the tutoring program. She enjoyed it. She liked that program. 
Other than that, I can’t say that any students have spoken about the partnership. 
12. Monetary. Yes, material resources, but the bulk of it is monetary. 
13. I mean, the only thing I can say is with the fact that kids know the end product will 
be money; they have a tendency to want to participate in SAT classes. More 
students wanted to participate in those classes and more students are looking 
forward in scoring higher on the SAT. As far as other areas are concerned, I really 
don’t see. 
14. The Awards Program and the Honors Banquet. That’s all I can think of. 
15. I can’t think of anything. Oh, partnership, I forgot all about . Since Mr. 
_ has come in, partnership provides resources for the construction classes as 
well as internship for the construction classes. I can see how that has benefited the 
students because they take more field trips and see how the construction techniques 
are being applied. It’s been in place (this particular partnership) for about three 
years. 
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Vocational Supervisor 
1. The business partner’s objective is to prepare the students for up-to-date 
construction training in a variety of occupational areas. 
2. The objective impacts student academic achievement by supplying hands on 
experience. 
3. The partnership members meet monthly with the instructor, career technology 
supervisor, and the principal. It has been suggested that we invite a PTA 
representative this year. 
4. Exempt 
5. The partnership has been involved for at least five years. 
6. The partnership has been effective encouraging students academically by allowing 
them opportunities of touring work sites in different stages of construction. 
7. Parental involvement is little at present- only receiving permission for participation 
in out of school activities. 
8. The teachers in related areas are involved. 
9. Students do feel special by being a part of the partnership. 
10. Students desire to stay affiliated with the partnership after graduating. 
11. They hope to become a part of the partnership’s workforce. 
12. The partnership is committed by bringing in speakers twice monthly, meeting with 
school staff monthly, field trips once per semester, obtaining supplies for use in the 
classroom, and paid internship during the summer. 
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13. There is no monetary involvement with the partnership. 
14. Several relate to academic achievement for- 2002-2003 school year; this partnership 
received the A+ Award for Atlanta Partners in Education. 
15. Three students were employed this summer in a program with Atlanta Area 
Technical College students. This was through the affiliation with the  
partnership. 
Magnet Coordinator 
1. Serve as a liaison communicating business/community standards and expectations 
with the school; provide mentoring; assist with the curriculum; provide 
speakers/field trip prospects; provide summer enrichment through paid summer 
internships. 
2. No response was given. 
3. Advisory persons serve (1) on the advisory committee (2) on special committees, (3) 
serve as mentors. 
4. Exempt 
5. Over ten years. 
6. Because of the partners’ presence, we have been cited with various partnerships 
awards and recommendations. Also, because of the mentoring segment, various 
students have improved in their academics yielding scholarships and college and 
university acceptance. 
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7. Based on our partnership program our parents learn job skills (computer training) 
that help them perform at work, and they can use these skills for entry-level 
positions. 
8. One of the partnerships allows teachers to come to their offices during the summer 
for a teacher externship. Also, certain partners provide work (school) materials for a 
few of the programs in career technology. Also, we have individuals pairing with 
teachers to keep them abreast of business trends. 
9. In part, their focus is student-centered. 
10. Students feel that the partnership is a plus for them by providing additional 
experiences that they otherwise would not have. 
11. Just that they would like to see more partners with other opportunities. 
12. The form of the partnership’s resources is human, material, and monetary. 
13. The paid summer employment and/or part time employment enables the students to 
meet some of their obligations, allowing them to foster with a piece of mind on their 
academics. 
14. Mostly, the Honor Awards Day and the Honors Banquet are partner sponsorships. 
15. The establishment of an in-school bank developed by the business partner excited 
students’ desire to become a part of this process. This in turn affected their 
academic viewpoint in that they had to have good academic standing to become 
involved with this project. 
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Media Center Specialists 
1. Asa support entity to make sure that the school is provided with services, means of 
acquiring funds, human resources and talents within their respective companies. I 
see partnerships as being small as well as large. 
2. Well, I think first of all the total premise is that the student becomes literate - read 
and write. They (students) have abilities to train for jobs/work within their 
communities as they finish high school. 
3. I see the partnership’s function in several ways: 
(a) As part of the planning process to determine some agreement as far as school 
needs. 
(b) Accommodations that the partnership can give. 
(c) As a supply for additional resources. 
They don’t come in with a mindset of we want to come in and do this or That. 
There may be instances where partnerships have something that they want to share 
with the school. If that’s all they want to do, they are limited in their focus. 
4. Exempt 
5. I was under the impression that the partnership has existed more than ten years. 
6. Well, I’ve seen what I thought was effective. Since I’m not in the classroom, I’ve 
seen the opportunities that give continuity to the students such as having someone 
come to help students on a given day. I think there was growth. The students 
Ill 
Appendix J (continued) 
looked forward to seeing someone twice a week. This built confidence in the 
students. 
7. They address parental involvement. Some may not have a real strong emphasis. 
8. Yes, especially with the tie in with the middle school - a sense of readiness is started 
in the middle school. Teachers from this school meet with the middle school 
teachers as a component with one specific partnership. 
9. Yes, well. I tell you what. If I were a student, I would be a better person due to the 
opportunities for tutorials, internships, and travel/monetary experiences. 
10. Well, what I would say is that those partnerships that are forced, the students are not 
as receptive. By “forced,” I mean some students are made to attend a tutorial 
session or any other activity, even if they don’t want to, or even if they have no 
interest. The students want to know “Why, I’m here.” Students who are involved 
tend to be more receptive. 
11. I’ve heard quite a bit too. Many children in the mentoring program are eager to 
participate. If they lost contact with the mentor, they become frustrated because 
they don’t know that people from companies come and go. Children are left out in 
the cold as people come and go. 
12. Across the board because time (releasing of employees) is money. 
13. The way I see it, academic achievement is enhanced through exposure and 
opportunities, which is the result s of money. 
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14. I think the partnership’s support with the SAT, tutorials, mentoring program, 
and the Honor’s Banquet relate to student academic achievement. Additionally, 
there are partnership sponsored activities such as the Black McDonald’s Modules, 
Microsoft training, Wheels of Dreams, and Young Life. 
15. Achievement may be seen as academic, but I’ve also seen personal and social 
growth from the students. Social growth in fact helps the students to do better with 
their academics. 
APPENDIX K 
Transcription of Responses from High School Z 
Vocational Supervisor 
1. To Provide quality work-based experiences: job shadowing, internships, 
career speakers, etc. 
2. The objectives parallel the school’s achievement plan and High Schools That Work 
(the district high schools’ reform model,) Key Practices. 
3. The activities support both school-wide and career-based initiatives. 
4. Exempt 
5. The longest running partnership with has existed for more than ten 
years. Others have existed from two to five years. 
6. The mentoring programs serve this need most effectively. 
7. Parental involvement is solicited for field trips, special projects, etc. 
8. Certain partnerships expose teachers to include areas that otherwise would not be 
covered in their instructional program. 
9. Yes, they are student-centered because the emphasis is on the involvement centered 
on the student activities that are most visible - resources, speakers, mentors, job¬ 
shadowing. 
10. In a lot of cases, the experience is positive. When the students knew the partners, 
they were most positive. 
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11. They couldn’t say enough good things about the partnership. They were impressed 
with the mentors. 
12. Most of the partnership’s resources are human. 
13. For student incentives/ honor banquet for the top ten percent/ more focus to 
complete academics. 
14. Top ten percent banquet, Incentive Awards 
15. We have had good kids who were impacted by our partnerships. Everything the 
partnership does is for the students’ good. A magnet student, who went on to an 
Ivy League school, was sponsored by the Department of Transportation (This is not 
one of their business partners', however, the business partner is affiliated with the 
Department of Transportation.) 
Business Partner Contact 
1. The objectives are for us to go into the school. We are an outreach to teach 
aviation/aerospace. We help to inform students of the various positions to becoming 
employed with the (partnership’s name). We teach a class called 
Choices for all 9th graders. This class was taught by me along with two counselors. 
(The class was taught at High School Z.) 
2. We work with the aviation academy at High School Z. Some of the things we talk 
about are relative to the classroom. The Choice class can relate to academic 
achievement... that is, how to set aside money for the future. 
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3. It functions by us (business partner's name) going into the classroom as 
an outreach and mentoring. 
4. Exempt 
5. Since 1985 
6. One thing, it gives the students more of awareness. It broadens their way of 
thinking. By knowing there are other places to go after high school makes them (the 
students) work harder. 
7. No, we don’t. However, we do talk to the general public to let them know what we 
are telling the kids. 
8. On career days/career fairs, we insist that the teacher remain at these events. 
However, teachers are not directly involved. 
9. It is all about the students. I say ninety percent is about the student. Student 
involvement is the key. 
10. The 9th graders don’t take it {the partnership) as serious as do the older kids who are 
getting ready to prepare for the future. So, they are more focused. When you start 
talking about money, you get their attention. The students like give-aways. 
11. I have a nickname, the “flashlight lady.” They look forward to seeing me. They 
know they will have to do something extra to get the give-aways. I see this as 
positive from the kids’ standpoint. 
12. No money is involved. Resources are mainly educational materials and human. 
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13. It doesn’t. We are not allowed to give away money. (This is due to the 
partnership's status as a federal agency.) 
14. Choices is one. This is strictly academic. We invite students over to the  
(partnership’s place of business) for Black History Programs. We developed a way 
to recruit from High School Z’s feeder middle school to get students into the 
aviation academy. 
15. Two students led projects with ( business partner). After graduating 
from high school, one of the students decided that he wanted to pursue a career in 
 (business partner federal affiliation). This was as a result of the 
partnership working with the student. 
Social Studies Department Chair 
1. I do know that here the business partnerships were interested in helping to improve 
academic awareness and an eye capsule of what the world looks like. The 
partnership objectives cover two roles, trade and profession. 
2. Specifically, we had some programs established to look at students who were at-risk 
and through a participating partner, the students were given exposure from a 
different environment, mainly structure from retired military workers. 
3. They basically function through the vocational department. To be honest, I don’t 
see the partnership in the academic areas. However, a possible future partner has 
expressed interest that we begin a law class. The class is in operation. The business 
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department has just created a finance academy. Business will be brought in to assist 
with this. 
4. Exempt 
5. I would say probably 3 to 5 years. 
6. It’s hard for me to tell. It doesn’t seem to affect the total school population. You 
hear about the partnership, but I don’t think the students and teachers really know 
the partnerships. 
7. No, I don’t think so. Nobody seems to address that. I think the partnership should 
come to the schools to help address the parental involvement. 
8. Aah, no. I don’t see that. Specifically, invited teachers of the magnet were directly 
targeted. 
9. No. I don’t think so, at least when it comes to the entire student population. 
10. I think that they are totally unaware. The overall student body doesn’t know the 
partners. I don’t think the students appreciate or understand. 
11. I think one time there were some positive comments about a certain partnership. 
The partnership award was publicized, which made it positive to the students. 
12. All of the areas that I am aware of; they give all three. 
13. I don’t know. 
14. That’s a good one. I can’t answer that one. 
15. I can’t put a finger on a specific one. 
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Principal of High School Z 
1. To improve academic achievement, student attendance, and increase the enrollment 
in higher level courses. 
2. The objectives parallel the school’s achievement plan. 
3. Partnership members serve on an advisory committee. A plan of action is 
developed. The activities support the school’s academic and career focuses. 
4. The principal’s function is to seek out quality partnerships, plan partnership 
activities, and become totally involved in the process to enhance the partnership’s 
impact for all students. 
5. The longest partnership has existed for over ten years. The other two main ones 
have existed for the past five years. 
6. Mentoring the students is most effective. 
7. Parents are involved with chaperoning field trips and giving permission for their son 
or daughter to go away on business sponsored activities. 
8. Some teachers have worked with certain business partners during the summer as 
interns. 
9. Yes, they are student centered according to the involvement as outlined in the school 
achievement plan. 
10. They don’t understand the make-up of the partnership if the partnership is not as 
physically present. 
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11. What a great experience that was for them. {This response was in reference to a trip 
sponsored by a business partner.) They didn’t realize how the business 
worked. 
12. Most of the resources are in the form of human, but there is a $5,000 dollar 
monetary piece with a possible business partner. 
13. Incentive based. 
14. Every activity relates to student success, and the focus is on academics, such as the 
Honors Banquet that’s sponsored by partnership. 
15. Business partners have sponsored students to go on field trips, which impacted 
academic achievement. This in turn makes the students see why their education is 
important. 
Language Arts Department Chair 
1. Mentoring and tutoring are the main objectives as well as having motivators for the 
school. 
2. The mentoring will help student attendance. But, the mentoring program also 
interrelates to the QCC”s or our school’s reform models, Project Grad and High 
Schools That Work. This gets our students into higher-level classes. 
3. For the regular business partner the function is more organized in a sense because 
we have regular meetings with the business partner. Other partners function on a 
more yearly basis. 
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4. Exempt 
5. About five years. Some have been here much longer. partnership was a 
much bigger program and has lasted longer; I would say maybe nine to eleven years. 
6. I think they serve as incentives for students to achieve higher goals. Besides 
mentoring, they allow internships and job-shadowing. 
7. They usually do. Most of the time parents come aboard. The business partners send 
out questionnaires to parent as a way to get the parents involved. Parents go on field 
trips as chaperones. 
8. I don’t know; they offer the opportunity for teachers to help; they give teachers ideas 
as to what they (the teachers) should teach in order for students to move into their 
place of business. This is a way to gain students’ interest. 
9. Definitely, they are student centered. 
10. I think their reaction is very positive and very receptive because most students have 
not been exposed Students are receptive to anyone who shows interest in them. 
11. Many of them talk about going to school to become a part of that organization (the 
business partner). Because of this exposure, some students have gone to school that 
represent the field of study similar to the partnership. 
12. I would say human and material. 
13. Students try to achieve grades that will help them to receive money in the form of 
scholarships. A certain academic grade is set for the students to qualify for the 
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monetary scholarship. Students strive. This encourages students to achieve 
academically. 
14. A specific partnership sponsors the annual Honors Banquet for the top ten percent. 
15. The only one I know directly, I would say the partnership. It had an 
effect upon students who earned scholarships based upon the skill areas from the 
partnership’s program dealing with aircraft. This is the main instance that I can 
recall. 
Mathematics Department Chair 
1. To improve student academic achievement. 
2. The hope is that the business partnership’s experiences improve student academic 
achievement. 
3. The function is as a help to carry out the school’s goals and objectives. 
4. Exempt 
5. Ten years 
6. The partnerships are somewhat effective. More partnerships need to become 
involved. There are too many companies that can make a difference. They can 
make a difference with the mentoring programs. 
7. Somewhat little involvement. 
8. They involve teachers to one extent. They expose teachers to include areas on their 
instructional programs that they otherwise would not consider. In this manner, 
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teachers can take their instruction to another level. Business partners sponsored 
students and teachers to go on trips that opened avenues for greater instruction. 
9. Yes, they are student centered. 
10. A few students understand why the partners are here at the school. 
11. They like the mentoring part of the partnerships. 
12. Service, monetary, and human. 
13. Monetary component directly impacts achievement in that students see others being 
served by this component. 
14. The Honors Banquet that’s sponsored by one business partner. 
15. The partner gave students experiences that they normally didn’t have. This 
affected academic achievement because students became involved with the 
partnerships’ initiatives. 
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